$400,000,000 Ad 
Outlay by Auto 
Industry Seen 


$225,000,000 Used Car 
Ad Total Likely; Fords 
Backed by $22,000,000 


Detroit—The automobile indus- 
try will spend more than $400,- 
000,000 to advertise new and used 
cars in 1950. 

The year will see an intense 
scramble among manufacturers for 
improved positions. Even while 
their ad departments are mapping 
record campaigns, production de- 
partments are increasing schedules 
so much that the first four months 
of 1950 will probably see as many 
autos roll off assembly lines as 
were turned out in the first six 
months of 1949. 


s An investigation by AA indi- 
cates car manufacturers’ promo- 
tion budgets for 1950 line up about 
as follows, exclusive of dealer ex- 


penditures: 
Chevrolet Div. (GM) ....$27,000,000 
NLS. SeithstSbiveidicucceshegags 22,000,000 


Chrysler Corp. 
eS ea 30,000,000 
Lincoln-Mercury Div. .. 15,000,000 


Oldsmobile Div. (GM) .. 8,000,000 
Buick Motor Div. 
SE 8,000,000 
Pontiac Div. (GM) ......... 8,000,000 
Cadillac Div. (GM) ....... 4,000,000 


To this $122,000,000 will be other 
millions spent by Packard Motor 
Car Co., Hudson Motor Car Co., 
Nash and Studebaker Corp. Each 
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pecked with value and ready to prove it! 
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ANOTHER—This large, square ad by N. 

W. Ayer & Son on Thursday introduced 

Chrysler Corp.’s new Plymouths. Ad ran 

in newspapers wherever dealers sell the 
cars. 


of these, it is learned, have ap- 
propriated increased funds for ad- 
vertising—most of the increase to 
go into newspapers. 


a Also, a whopping $225,000,000 
will come from advertising budgets 
of 40,000 used car dealers, ac- 
cording to the National Used-Car 
Dealers Association. And new car 
dealers will spend many millions 
of their own, Chevvy dealers alone 
planning an aggregate budget of 
$24,000,000 (AA, Jan. 2). 

Nearly all the auto makers are 
stepping up newspaper space buy- 
ing and moving more into tele- 
vision. Few plan expanded maga- 
zine schedules. 

The Chrysler Corp. figure is an 
estimate for its four passenger car 
and one truck divisions; Chrysler 
officials are mum on _ budgets. 
Most of the $30,000,000 will go 
into newspapers and magazines. 

Both its Dodge and Plymouth 
divisions have disclosed increased 
budgets. Plymouth’s general sales 

(Continued on Page 6 ) 


New YorK—A feeling of general 
optimism over the outlook for 1950 
prevailed at the 39th annual con- 
vention of National Retail Dry 
Goods Association here last week. 
At the same time there was an 
awareness that the latter part of 
1950 might bring slightly lowered 
purchasing power, and that em- 
phasis should be placed on im- 
proved selling methods. 

Store executives from coast to 
coast expect only moderate changes 
from 1949 in their dollar sales vol- 
ume this year. This was revealed 
by Charles G. Nichols, chairman 
of the association’s board of direc- 
tors. 

Quoting results of an NRDGA 
survey, Mr. Nichols said the ma- 
jority of stores expect price sta- 
bility around the 1949 level. The 
Teport also showed that manage- 
ment would try to check the trend 
of climbing markdowns, and 53% 
of the stores are planning to re- 
duce inventories 5% to 10% from 
the 1949 level. 


§ Advertising costs are expected 
to hold at the 1949 level by the 
Majority of respondents. But 26% 
are planning to increase their out- 
lay for promotional activities by 
5% to 10%, while 16% will cut 


Department Stores Optimistic but 
Cautious, NRDGA Conclave Shows 


down on advertising. 

Retailers will try to boost sales in 
1950 in a number of ways: Pro- 
mote charge accounts, 59%; push 
special sales in off-season, 48%; 
promote branded goods more ac- 
tively, 46%; increase advertising, 
32%; push unbranded goods more 
actively, 24%; take on additional 

(Continued on Page 56) 


Duffy's Tavern... 


hits a high and a low 
in ‘Eye and Ear Dept..’ 
Page 54. Other features: 
Advertising Market Place ..........::sessseee 38 
Along the Media Path 
Business Paper Linage 
Coming C ti 
Creative Man’s Corner .........cccccssesseseeeeeee 50 
Department Store Sales ............ssssseeeee 10 
Editorials 12 


Employe Communications ...........00:000 18 
Getting Personal 16 
Information for Advertisers ...........:00000+ 38 
In Washington 26 
Obituaries 58,60 
Photographic Review 37 
Rough Proofs 12 
Salesense in Advertising ...........:.:c:0-s000 54 
Voice of the Advertiser .............cccccseee 48 
What They’re Saying 12 
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Drys, Admen 
Debate Bill to 
Ban Liquor Ads 


Langer Quotes ‘AA’ 
Story; Distillers Hit 
and FTC Supports Bill 


WaASHINGTON—The “Man of Dis- 
tinction” and other famous adver- 
tising devices of the distilling in- 
dustry were put through the 
wringer again last week, as more 
than 600 Drys jammed the Sen- 
ate’s caucus room in an effort to 
induce the interstate and foreign 
commerce committee to approve 
the Langer bill (S. 1847), pro- 
hibiting beer, wine and liquor ads 
on the air, or in magazines and 
newspapers moving in interstate 
commerce. 

It was the third time in three 
years that the Drys have appeared 
before the committee, the bill hav- 
ing been lost a year ago by a sin- 
gle committee vote. Again and 
again the audience applauded as 
one after another of their 43 wit- 
nesses charged that liquor ads of- 
fend large numbers of people and 
undermine the character of house- 
wives and young persons. 


s The liquor industry and adver- 
tising men were not unprepared. 
Drawing heavily on the ranks of 
labor unions engaged in the in- 
dustry, they produced 51 witnesses 
who warned that the plan is a 
“first step” back to prohibition, and 
an illegal curtailment of a legal 
industry. Advertising people added 
that the Langer bill discriminates 
against publications moving in in- 
terstate commerce, denying them 
advertising which is to remain 
available to locally distributed 
publications. 

One Dry witness protested that 
the liquor industry “capitalizes” on 

(Continued on Page 55) 
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$400,000,000 Increase 
in Postal Rates Asked 


1951 Federal Budget 
Gives Slightly More 
to FTC, Census, BLS 


WASHINGTON—-The 1951 federal 
budget forwarded to Congress last 
week provides modest increases for 
many of the agencies which pro- 
vide information useful to mar- 
keters. 

The budget reduces slightly the 
funds available to the Federal 
Trade Commission for policing 
false advertising but it emphasizes 
the “anti-monopoly” program. 

Census Bureau: During fiscal 
1951 (beginning July 1, 1950), it 
will complete the 1950 population, 
housing and agricultural census. 
Total cost: $92,000,000. Coverage: 
154,000,000 persons, 46,000,000 
dwellings and 6,300,000 farms. 
Also: It asks $2,455,000—a $385,- 
000 increase—for current indus- 
trial, business and agricultural sta- 
tistics. 

It plans an annual survey of 
manufactures, will strengthen in- 
dustrial and business statistics and 
wants to prepare for the decen- 
nial census of state and local gov- 
ernment to be taken in 1952. 


s Bureau of Foreign and Domestic 
Commerce: Asks $5,620,000—an 
increase of $600,000 to be used to 
fill statistical gaps on distribution 
of income by geographic areas, 
estimates of the number and in- 
come of families, and forecasts of 
industrial plan expansion and bus- 
iness finances. 

The bureau is proposing in- 
creased research on transportation 
and additional advisory services 
to state and local economic devel- 
opment agencies. 

Bureau of Labor Statistics: 
Budgeted for $5,990,000—a $500,- 
000 increase. Program emphasizes 

(Continued on Page 4) 


Last Minute News Flashes 
Emerson Radio Ad Budget Is $5,000,000 


New YorK—Benjamin Abrams, president of Emerson Radio & Phono- 
graph Corp., reports his company expects to spend more than $5,000,- 
000 on advertising during 1950. Newspaper copy, national and co-op, 
will be emphasized during the early months. Emerson, which may re- 
join the ranks of network TV sponsors this spring, will go into mag- 
azines late this year. Foote, Cone & Belding is the agency. 


‘Bubble Bath for Dishes’ Gets Market Test 


Cuicaco—Trylon Products Corp., manufacturing chemist, has under- 
taken a series of test campaigns for Tylo, new effervescent tablet for 
washing dishes. Cooperative newspaper and special display promotions 
are under way in both small cities and major markets, including Chi- 
cago, Minneapolis, San Antonio, Davenport and Peoria, through O’Neil, 
Larson & McMahon. National advertising is expected to begin in early 


summer. 


Magazines to Help in Drug Store Cost Study 

New YorkK—Details of an agreement between the National Associa- 
tion of Magazine Publishers and the National Association of Retail 
Druggists are expected to be completed this week whereby the pub- 
lishers will underwrite a survey of periodical sales in drug stores in 
conjunction with the drug association’s current study of selling costs 


(AA, Sept. 26, ’49). 


American Airlines to Run Spreads in 4 Magazines 


New YorkK—American Airlines has started a new drive for its flag- 
ship fleet of DC-6’s and Convairs with color spreads in Collier’s, Life, 
Time and The Saturday Evening Post. Ruthrauff & Ryan is the agency. 

(Additional News Flashes on Page 59) 


President Says Rates 
Lag Behind Costs; 
Rep. Murray Unsold 


WASHINGTON—News of an im- 
pending administration plan to 
raise postage rates by $400,000,000 
a year left the leadership of the 
congressional post office commit- 
tees speechless last week. 

Rep. Tom Murray (D., Tenn.), 
House committee chairman, said 
candidly that the president will 
have to show him how any such 
money can be raised. 

Sen. Olin Johnston (D., S. C.), 
Senate committee chairman, is 
said to feel that the $102,000,000 
rate bill reported by his group last 
September is too severe on some 
classes of mail users. 


a The Senate and House commit- 
tees took testimony for several 
weeks last year on a plan to raise 
$250,000,000 a year for the de- 
partment. Just before Congress 
adjourned, the Senate committee 
reported a bill designed to raise 
$102,000,000, the House committee 
a $131,000,000 bill. 

During last year’s hearings, Post- 
master General Jesse Donaldson 
said first class—the sole “profit- 
able” item handled by the de- 
partment—is barely paying its way 
under the increased cost burden 
piled on the department since the 
war. 

In his budget message Tuesday, 
President Truman told Congress 
that the $400,000,000 postal in- 
crease is designed to eliminate 
part of the $5.1 billion budget def- 
icit proposed for 1951. 


s The President argued that postal 
rates have not kept pace with in- 
creasing costs. He said the average 
expense per postal transaction is 
up 67% since 1939; but average 
revenue only 32%. 

“It is unsound and unnecessary 
for the postal operation to con- 
tinue as a growing burden on the 
general taxpayer,” he said. While 
air-line subsidies and government 
franked mail—estimated at $160,- 
000,000—are properly chargeable 
to general revenues, he contended, 
users of the postal service should 
as a group pay the full cost of 
services received. 

The budget again singled out 
low rates for “parcel post, mag- 
azines and advertising mail” as a 
problem requiring early solution. 
Provision of service at extremely 
low rates “has created public de- 
mand for postal services beyond 
the efficient operational capacity 
of many available facilities,” the 
message said. 


ws The message stressed steps that 
are being taken to implement Post 
Office management reforms sug- 
gested by the Hoover Commission, 
but it warned “the potential sav- 
ings, if present service standards 
are maintained, appear small in 
relation to the prospective $554,- 
000,000 deficit.” 

In addition to increased me- 

(Continued on Page 55) 
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Wine Growers Plan Campaign 


The Cooperative Wine Growers’ 
Association of South Africa Ltd., 
through the Toronto office of Mc- 
Kim Advertising, will use four- 
color full-page ads in Canadian 
magazines and roto for its Paarl 
brands. 


Ross Named Art Director 


Gene Ross, formerly vice-presi- 
dent in charge of exhibits for Bliss 
Displays of New York, has been 
appointed art director of Ivel Con- 
struction Corp. 


Maggio Changes Agencies 


Louis J. Maggio, formerly with 
Lawrence C. Gumbinner Advertis- 
ing Agency, has joined Smith, 
Smalley & Tester Inc., New York, 
as production manager. 


CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally b Burn-Smith 
o., Inc. 


KES 


1,000 Admen to See 
Premiere of Radio 


‘Sales Movie March 1 


New York—“Lightning That 
Talks,” the motion picture pro- 
duced by the radio industry to 
demonstrate radio’s potency as a 
sales force, will be given the big 
premiere treatment at the Wal- 
dorf-Astoria Hotel March 1. 

Leading advertisers and agency 
men will top the list of 1,000 guests 
who will be invited to see the $85,- 
000 film, which has been in the 
making for more than a year un- 
der the direction of an all-radio 
committee composed of broad- 
casters and station representatives. 
Judge Justin Miller, president of 
the National Association of Broad- 
casters, will preside at the dinner- 
premiere for which $30,000 has 
been appropriated. 

At midweek, subscriptions to the 
film had been received from up- 
wards of 545 stations, networks and 


representatives. Station charges, 


ranging from $25 to $1,000, are 
based on gross income. 

In addition to arranging the na- 
tional showing here, the committee 
will work with stations on regional 
premieres for the picture, which 
is available in three versions, 
especially edited for different types 
of audiences. Subscriptions for the 
film are being handled by Broad- 
cast Advertising Bureau, 270 Park 
Ave. 


Allshouse Adds Duties 

Don Allshouse, advertising man- 
ager of Northern Equipment Co., 
Erie, Pa., since 1928, also has been 
appointed advertising manager of 
Vulcan Soot Blower Corp., Dubois, 
Pa. He will head a consolidated 
advertising department for the two 
companies, which are divisions of 
Continental Foundry & Machine 
Co., Erie. 


Grat Joins ‘Mirror’ 

Gene Graf, formerly manager of 
automotive advertising for the 
New York Sun, has joined the na- 
tional sales staff of the New York 
Mirror as manager of the Detroit 
office. 


‘invented it to handle lowa orders since getting 
the Des Moines Sunday Register statewide coverage!’’ 


Comes from selling a// of lowa with this one paper. 7 out of 


10 Iowans see it every week. It completely dominates 82 


out of lowa’s 99 counties with family coverage of from 50% 


to 100% and nowhere does it have less than 25% coverage! 


With the Des Moines Sunday Register, you get an urban — 


* market that beats Boston, plus a farm market that’s first in 


the nation! And remember, lowa’s family income grew more 


last year than that of any other state—32.8%! 


Seventy percent of all lowa families are yours in the Des 


Moines Sunday Register for a milline rate of $1.63! 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


Bo% oti lh, 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


NEW SPONSOR—Meeting in Hollywood to discuss details of the first broadcast of 

the CBS comedy quiz, “You Bet Your Life,” starring Groucho Marx, when it went 

under the sponsorship of the De Soto-Plymouth Dealers of America, were Lee White, 

Batten, Barton, Durstine & Osborn, De Soto agency; Bob Dwan, director of the 
show; and John Guedel, producer. 


Advertising Age, January 16, } 


Wiley Lauds 


Business Papers 
As Educational 


New YorK—Emphasizing the im- 
portance of business papers as 
stimulants to corporate buying, 
John E. Wiley, chairman of the 
board, Fuller & Smith & Ross, told 
the printed media group of the 
American Marketing Association 
last week that business papers are 
invaluable sources of ideas and 
information, and constitute an im- 
portant part of modern adult edu- 
cation. 

Despite the confusion that exists 
at the top management level in the 
evaluation of business papers, Mr. 
Wiley said, business men read busi- 
ness papers all their lives, whether 
they realize it or not. 


a “The executive who has come 
up the line and who no longer finds 
a certain type of business or in- 
dustrial paper helpful to him,” he 
said, “seldom realizes how much 
he has learned from it through 
the years. He may no longer read 
it, but if he is worth his salt he 
will be avid for information on 
some aspect of business, and so, 
of necessity, he will be compelled 
to read some paper that will give 
him ideas and information. Many 
men read the Wall Street Journal 
or the London Economist, for ex- 
ample, without realizing that they 
are reading business papers.” 

Mr. Wiley pointed out that there 
are three kinds of buying reflex: 
Casual buying of such products 
as cigarets, candy bars, chewing 
gum, etc.; considered buying, 
which applies to such products as 
rugs, motor cars, household effects, 
etc.; and specified buying of prod- 
ucts in the industrial field. 


a The psychology that motivates 
each of these types of buying dif- 
fers, Mr. Wiley said, and the ad- 
vertising approach to stimulate 
sales must be different. Too often, 
he said, the same kind of adver- 
tising appeal is used in connection 
with considered buying as for re- 
flex buying. 

“We know relatively little about 


the impulses that move people in 
reflex buying,” Mr. Wiley said, 
“despite a number of studies that 
have been made. What people say 
and what they do in different 
moods are two different things. 

“When they come to buy rugs 
or something else of value for 
their homes they are willing to 
consider the merits and demerits 
of competing products. They want 
information and they want to talk 
the matter over before making a 
purchase. 

“Yet the same man who will 
buy a candy bar on impulse and 
who will gather facts about rugs 
and talk about color schemes and 
be advised by his wife or another, 
before making a purchase, is often 
the same fellow who will buy on 
specifications only and for a hard 
price in business.” 

Discussing the effectiveness of 
advertising in each of these three 
areas, Mr. Wiley stressed the im- 
portance of complete planning to 
reach a pre-determined objective. 
Advertising people have to accept 
the challenge to get results, he 
insisted. 


Special Ad Issue Planned 
by ‘Boot & Shoe Recorder’ 


Boot & Shoe Recorder, New York, 
will publish its semi-annual adver- 
tising issue Feb. 1 featuring the 
national advertising plans of the 
country’s leading footwear manu-— 
facturers and suggesting how shoe 
retailers can tie in local promotions” 
with advertising used by manu-— 
facturers in consumer media. j 

“The most important feature of | 
national advertising,” according to 
E. B. Terhune Jr., advertising man- 
ager of the shoe paper, “is its 
proper merchandising by the deal- 
er, and it is in this issue of the 
Recorder that such an announce- 
ment will benefit him the most.” 


WLAW Appoints Foster 


Albert E. Foster, formerly di- 
rector of media of Lever Brothers 
Co., has been named station man- 
ager in charge of operations and 
personnel in Boston, Lowell and 
Lawrence offices and studios and 
transmitter in Burlington for 
WLAW, Lawrence, Mass. 


KTTV Appoints Tuchman 


Ralph G. Tuchman, formerly 
Hollywood news editor of Broad- 
casting, has joined KTTV, Los An- 
geles Times-CBS television station, 
as sales service coordinator. 


Y £é 


AON. MICHIGAN AVE. © 111 E DELAWARE ST. 
PHONE WHE. 5355 . 
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Some QUES TIONS advertisers 
are asking about 


.? 


cast of 


ple in 
said, 
2s that 
le say 
fferent 
1gs. 
y Tugs 
1e for} 
neo S MORE television aerial f 
merits television aerials sprout on more roofs 
Y want each day, as more advertisers enter this dynamic 
. . . “ 
10 talk new medium, more and more do we hear questions like How mucu do I have to 
cing a ‘ee spend to make a dent? 
these: There are times when you 
9 will @ “Should I go into television now? Wili I be just - t need to IY fps 
e and pioneering for the future or is there a chance of 0 aye ameEes © parr ves Fo 
t rugs it ing it right a Now... for Camel Cigarettes, Ed wee television proneanty. 
»s and 8 paying its way eway W a 8 ths: The local boxing telecasts 
othe @ ‘‘How big an advertiser must I be to consider it?” . _ Wynn. How do you print that mil- and weather-report spots 
Tr, -_ lion-dollar giggle, that zany charm? for Piel’s Light B “of 
| often @ “Can I accurately check its selling effectiveness? , ash . oF Fis tages bee 
You don’t. But how you do get it Broadway Fame” are a per- 
4° bar @ “What will happen to my competitors’ sales if on a television screen! CBS-TV fect example of that. 
} hese I’m in television and he isn’t?” every Saturday night. 
ass of @ “What about my commercials? Live or on film? 
three Animated or straight?’’ ° ° ee ee 
e im- © “What kind of program would I want? Comedy? A few highlights of Esty TV ACtiVity: in 1949-just one year—528 hours 
ing to Drama? Sports? Quiz? News?” ; of Esty-produced programs . . . 3800 minutes of commercials—probably 
sctive. by 1 4 rn more than any other advertising agency—619 spot announcements. In 
accept @ “How much do I have to spend to make a dent the last 18 months, 191 commercials, on film alone, were produced by 
is, he @ ‘‘What proportion of my total appropriation does our TV staff! There is no substitute for experience like this! 
television rate—if any?”’ 
@ ‘‘What should I expect of my advertising agency 
in man power and special abilities?” .. . 
No ONE ARGUES tthe fact 
York, We have been intensely active in television since its first, eg a Mp 
. . . ° 3 « , ’ 
~~“. flickering, fledgling days. That was only natural, for this with RALPH BELLAMY, 
f the new, dynamic force, this powerhouse combination of have appeal. Knowing that 
—~ sight and sound and salesmanship was made-to-order mystery shows are good isn’t 
’ shoe “— we I ll a . | enough — it takes “know- 
otions — for Esty advertising techniques. In all media we've al- heat” sw onthe tees alee 
hanue ways used action...drama...human-interest...real CBS-TV every Friday night. 
re of) people doing and saying real things ... newsiness... ex- 
as ® : citement _ all the qualities that give newspapers and Chesed Piente-Pose, 0 
is its magazines big circulation; movies and plays big box- year ago wisely wanted to try 
deal- - and clients advertising successes. Along came TV out television with a reasonable THE FIVE-NIGHT-A-WEEK Camel 
f the office; . if g i ol all g os d investment. The COLGATE News Caravan on NBC-TV 
unce- —and it was a natura pod our styte oF advertising an THEATRE was created for (with John Cameron Swayze) 
st.’ point of view. And we’d like to show you the facts and this experiment. A recent offers another example of how 
figures that show how well it works! Hooper gave it the fifth highest an advertiser has pioneered in 
. rating of all shows! television on a pay-as-you-go- 
y di- Since today we are, among all agencies, one of the Saale... 8 how TV compares 
thers . +o ’ : to other media on a cost-per- 
— very largest operators in television, we've acquired a lot hieeiath nab, 
; and of experience, evidence and information containing the 
— answers to a lot of those questions you may be asking 
| for yourself right now. 
A phone call to MUrray Hill 5-1900 is all it takes to We've BEEN telecasting base- 
bring this material to you. And, needless to say, there’s “ad ‘i — ie 
. . olden oves) ... Das- 
a no obligation whatsoever on your part. ketball bes psa a 
; An- .. the rodeo. Telecasting 
ation, sports demands a lot of an 
agency—a fast, mobile staff 
—— eade to insure proper coverage. 
William Esty Company, Inc. 
Advertisin Here you come to the golden 
g minutes... the precious trme you 
100 EAST 42nd STREET, NEW YORK 17, N. Y. spend your TV dollars to get... 
: . the commercial. Our presentation 
MUrray Hill 5-1900 —the one we'd like to lay before 
ace you—contains some very interest- 
, . ing inf 1 his subject. 
Hottywoop: California Bank Building, Vine and Selma ee ee 
REAL PEOPLE, saying real things about a product, have 
always been characteristic of Esty advertising. Here Mel 
Parnell, of the Boston Red Sox, tells how he made the 
Camel 30-Day Test. If you have seen these commercials on 
the screen, we needn’t tell you what conviction they carry, 
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Gets Dairy Account 


Farmers & Consumers Dairy, 
Morristown, N. J., has named 
Tracy, Kent & Co., New York, to 
handle the advertising of its dairy 
products and FCD frozen food 
specialties. Newspapers and out- 
door posters will be used. 


Capital Boosts Andersen 


John B. Andersen, who has been 
assistant manager of reservations 
and ticket sales, has been appointed 
sales promotion manager of Capi- 
tal Airlines, Washington. He has 
been with the airline for the past 
five years. 


TOPFLG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


Budget Provides 
More Funds for 


Marketing Data 


(Continued from Page 1) 
housing and public construction 
figures, reports on employment 
outlook by occupation and facts 
about industrial injuries. Special 
$2,123,000 fund asked for comple- 
tion of a project already under 
way “reweighting” the cost of liv- 
ing index in the light of advanced 
living standards which have be- 
come common since 1934-36. 

Bureau of Agricultural Econom- 
ics: Would spend $2,312,000—a 
$225,000 increase. Additional re- 
search proposed on farm costs and 
returns from farming. It hopes to 


provide estimates of gross farm 
income, farm expense and net 
farm income, by states. 

Research and Marketing Act of 
1946, Department of Agriculture: 
Program is $19,290,000—a $115,- 
000 increase. Increased attention 
to new and improved uses for 
agriculture products and to im- 
proved grading, handling, pack- 
aging, transportation, storage and 
merchandising. 


@ Federal Trade Commission: For 
inspection of unfair, deceptive or 
fraudulent practices, $1,044,000—a 
$41,000 decrease; for trade practice 
conferences, $216,893—a $23,000 
decrease; for anti-monopoly pros- 
ecution: $1,656,000—a $360,000 in- 
crease; economic and financial re- 
ports $429,000—a $216,000 increase. 

Anti-monopoly increases are “to 
take care of the increased number 
of complaints received from the 
public.” The budget message said 


increased funds for economic and 
financial reports would be used 
to extend the quarterly financial 
reports to wholesale and retail as 
well as manufacturing corpora- 
tions. An economic study of “trends 
in industrial concentration” is al- 
so contemplated. 

Anti-Trust Division, Department 
of Justice: Asks $3,988,000—a 
$124,000 increase. “During 1951 
the program will continue at cur- 
rent levels,” the budget message 
says. “Increased effectiveness is 
expected to result as the recently 


augmented staff gains experi- 
ence.” 
Scovill Names Knotter 


Scovill Mfg. Co., Waterbury, 
Conn., has switched De Witt 
Knotter from special promotion 
and development to sales manager 
of the zipper division. Before join- 
ing Scovill, Mr. Knotter was a 
sales executive for Talon Inc. 


| @/ 
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Ges, Kadto Sells ---and here’s 


proof again that WGN is a result-getter for its advertisers. 


ficial books on business, bandaging, barristers, banking or building 


OG 


... better buy radic... better buy WGN! 


This is just one among many testimonials to WGN’s sales effectiveness. 
That’s why we say — make your next buy your Best Buy with WGN! 


WGN reaches more homes each week than any other Chicago station. — 1949 Nielsen Annual Report 


A Clear Channel Station... 
Serving the Middle West 


MBS 


w 
2978 Wilshire 


Chicago 11 


Illinois 
50,000 Watts 


720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street. New York 17, N. Y. 


est Coast Representatives: Keenan and Eickelberg 
Bivd., Los Angeles 5 « 235 Montgomery St., San Francisco 4 


710 Lewis Bidg.. 333 SW Oak St.. Portiand 4 


Advertising Age, January 16, 1959 


ABC Net Lists Its 
Top 1949 Clients 


New YorkK—General Mills, for 
the fourth consecutive year, 
topped American Broadcasting 
Co.’s list of radio advertisers dur. 
ing 1949, with expenditures of $4. 
805,036. 

B. F. Goodrich Co., which spent 
$132,595 for “Celebrity Time,” 
was ABC-TV’s leading advertiser 
for the year. 

Agency competition in the ra. 
dio division was led by Dancer. 
Fitzgerald-Sample, with billings of 
$5,485,036. Young & Rubicam was 
the television agency leader. 

American’s leading clients were: 

RADIO ADVERTISERS 


General Mills ................00+ $4,805,036 
Sterling Drug .................... 2,392,910 
IE I, sisi iddonaspencosTeanie 2,236,448 
eS hs ae 2,122,919 
Pillsbury Mills ................ 2,054,016 
SIE MMIII, « sconictscnsssesasennes 1,964,929 
Quaker Oats Co. ............. 1,631,713 
Pepsi-Cola C0. ..cccrccccccoree 1,438,414 


Libby, McNeill & Libby .. 1,335,742 
Procter & Gamble 1,074,456 
RADIO AGENCIES 

Dancer-Fitzgerald- 
SS a een $5,485,036 
J. Walter Thompson Co. .. 3,586,220 


McCann-Erickson ............. 2,202,688 
Lennen & Mitchell ............ 2,122,919 
Hutchins Advertising ; 

SE, debilediestetdannencxenrisionne 1,964,929 
BBO DUPRE CO. ..ccecceresisese 1,916,784 
NE inti teialiceascehind 1,848,107 
William H. 

Weintraub Co. ............ 1,590,396 
Kudner Agency ............0 1,551,131 
Young & Rubicam ........... 1,404,954 


TV ADVERTISERS 


a ge 


ee 


B. F. Goodrich Co. ............ $132,595 
REST E Es 131,063 
PRE GD. ceveceniccceesesenssecseee 128,712 
REAUTEL COED. 00cccceseosececsers 123,169 
By ED GI cncdincnevensscesess 114,941 
Canada Dry Ginger Ale .... 86,082 
GOMOPRE RETIIG ccccccccccscccccssscee 75,027 
BU GEL CO ccscsescess Saaukovennes 72,958 
International Cellucotton 

PROBUS CO... ccccccccsscceccesees 61,512 
Bristol-Myers Co. .......00000+ 60,166 

TV AGENCIES 

Young & Rubicam ............... $187,918 
Batten, Barton, Durstine 

EE ER ree 132,595 
Kudner Agency ..........:00s00 130,659 
i Ay | ere 128,712 
Lennen & Mitchell .............. 114,941 
FD , Ts PRRERS TIC, .veviesceceseees 86,082 
Dancer-Fitzgerald- 

IE sncchnnstattniestececdsecinee 75,027 © 
Hewitt, Ogilvy, Benson ' 

Ie III sctencasnetsabinesdoesnees 72,958 
Foote, Cone & Belding ...... 61,512 
Doherty, Clifford & 

CS TE en 60,166 


Gross TV time sales on ABC for 
1949 aggregated $1,391,991. Time 
sales for the radio network last 
year, as previously announced, 
were $42,342,225—compared with 
1948’s alltime high of $44,303,376. 

Figures on other networks’ lead- 
ing clients were reported in AA 
last week. 


Justice Department Plans 
to Break Sun Oil Contracts 

The Department of Justice set 
out Thursday to break up exclu- 
sive dealing contracts which the 
Sun Oil Co., Philadelphia, main- 
tains with 10,000 independent fill- 
ing stations in the District of Co- 
lumbia and 18 northern states. The 
case is similar to one the depart- 
ment recently won over Standard 
Oil of California, except that it 
proposes more drastic remedies. 

In addition to breaking up “ex- 
clusive dealing” contracts, the de- 
partment wants Sun Oil to provide 
service station operators with five- 
year leases as assurance that they 
will not be punished for carrying 


‘any brand of accessories they wish. 


Names Palm & Patterson 
Electric Heat Control Co. has re- 
tained Palm & Patterson, Cleve- 
land, to direct its advertising and 
publicity. Plans call for a cam- 
paign to promote the company’s 
new line of King electrical and 
ignition test equipment. Trade pub- 
lications, direct mail and catalogs 
will be used. 
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74,456 


B5,036 
B6,220 
02,688 
22,919 


64,929 
16,784 
48,107 


90,396 


51,131 | 


04,954 


32,595 
31,063 
28,712 
23,169 
14,941 
36,082 
15,027 
12,958 


51,512 
50,166 


37,918 


32,595 
30,659 
28,712 
14,941 
36,082 


15,027 


12,958 
31,512 


30,166 
‘C for 
Time 
: last 
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pPOINT-OF-SALE 


THAT 


WHEN 


TEMPERATURE 
: DROPS 


- SHIFT EASILY 

ee 

GEAR LUBRICANTS 
Make your car WINTER-SAFE »ou-/ 


re 


Striking window display lithographed in ful! color, of unusual 
dimensional and die-cut design. This is one part of a three- 
piece complete window trim, handled from idea to distribu- 
tion by CSP. 


== \ 
FLEET-WING 


- 
% 
. 
? 


Giant 8-foot pole sign of 
weather proof STANZALL. 
Developed and patented 
by CSP, Stanzall Weather 
Board is unaffected by 
rain or shine. Tough, 
sturdy, washable... gives 
you long-lasting, colorful 
outdoor displays with 
economy of cardboard. 


a r 
‘ By » 


z . come , 


Rate 


one 


DELICIOUS ~ NOIRE 


> oe 
—— 
_ —_- 


Mounted merchandise display . . . simulated wood design 
with full color illustration. CSP creates, designs, produces 
out-of-the-ordinary cardboard displays of every kind... 
printed or lithographed. 


Spectacular idea for introductory campaign, this “self-stik” 
MYSTIK Plak is 18%” in diameter, mounts on doors of 
demonstration cars. Patented ‘‘self-stik” MYSTIK has endless 
display applications. 


Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 
them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 
pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 
now. Chicago Show Printing Co., 2640 N, Kildare, Chicago 39. 
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Sloane-Blabon Plans 
Drive tor New Textfloor 
Sloane-Blabon Corp., manufac- 
turer of linoleum products, will in- 
troduce a new Texfloor floor cov- 
ering with an ad campaign sched- 
uled for March issues of national 
magazines. Texfloor is a linoleum 
said to resemble carpeting. 
Promotion for Texfloor will be 
launched with a full-color spread 
in the March issue of Ladies’ Home 
Journal. Aiso set to run Texfloor 
copy as single-page, full-color in- 
sertions during March are: Better 
Homes & Gardens, Country Gen- 
tleman and Progressive Farmer. 
Slated for later runs are: Ameri- 
can Home, Capper’s Farmer and 
Woman’s Home Companion. Geyer, 
Newell & Ganger, New York, is the 
agency. 


NY Agency Protests 
WNBT Refusal to Air 
Agency Credit Line 


New YorK—“Should advertising 
agencies receive mention in the 
list of credits on television pro- 
grams?” 

Kiesewetter, Wetterau & Baker, 
New York agency, believes that 
an advertising agency should get 
name credit on TV shows if the 
sponsor agrees. 

Station WNBT, however, feels 
otherwise, and refused to permit 
the agency to list its name among 
the credits on a recent children’s 
Christmas party show sponsored 


d Di + 


d toys. regulorly read 


TOYS is a $300 MILLION Business! 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact vs for further information. 


TOYS & NOVELTIES wit BunoiNe | 


by Abraham & Straus, Brooklyn 
department store. 

The video station, in rejecting 
the proposed agency credit line, 
asserted that such credits are 
meaningless to anyone outside the 
trade; that they would take up 
time which could be used to better 
advantage to entertain viewers or 
sell the sponsor’s protiuct, and that 
WNBC and WNBT policy opposes 
giving agencies credit on any radio 
or TV show. 


as Kiesewetter, Wetterau & Baker 
executives believe that the station’s 
attitude is arbitrary and unwar- 
ranted. Further, they say, while 
they feel that the WNBT staff did 
an excellent job on the show and 
its director and producer deserve 
credit lines, the agency also should 
have been permitted a credit for 
supervising the program from 
preparation through final perform- 
ance. 

In support of its position, agency 
executives assert that the addi- 
tional credit would take only one 
or two seconds at most; that the 


writer, producer and production 
unit universally are given credit 
and that agencies therefore are en- 
titled to credit when they con- 
tribute an equal share of actual 
supervision and production, par- 
ticularly when the client is will- 
ing to give such credit. 

Other agencies have been invited 
by Kiesewetter, Wetterau & Baker 
to lend their support to its stand. 


Appoints von Zehle Agency 


William von Zehle & Co., New 
York, has been appointed to han- 
dle the advertising and merchan- 
dising activities of the Forall line 
of ice cream manufacturing ma- 
chinery produced by Forall Prod- 
ucts Ltd., Caernarvon, North 
Wales. Immediate plans call for 
the promotion of the Forall Mix 
Maker. Forall is represented. in 
the United States by Lloyd As- 
sociates, New York. 


Medicone Names Breese 

Medicone Co., New York, has 
named Murray Breese Associates, 
New York, to direct its medical 
and retail drug advertising. 


1950. why we can make it 


the best year yet! 


THE FACTS of purchasing power add up to a year at least 6% better... 
_ IF American business aggressively seizes its opportunity ! 


POPULATION 152,000,000, PURCHASING POWER 6% OVER 1949 


**AFTER full allowance for high taxes and increases 
in consumer prices, the people of the U. S. in 1950 
will have at least $107 billion for discretionary spend- 
ing or saving. This means that over and above the cost 
of maintaining a 1940 standard of living for food, 
clothing and shelter, the people will have $107 
billion extra to save, or to spend on more or better 
things. This is 6% more than 1949!” 


@ Here is the essential fact about the marketing 
OPPORTUNITY for 1950... 


How the money is spent, for which things and for 
which services, will affect the sales of every American 
business—large or small. 


How much of the money is spent will spell pros- 
perity or recession . . . will in fact soon determine 
whether the money is there to spend! 


There are more people. They have more money to 
spend. There are more things to buy... 


The critical problem for 1950 is the will to buy! 
With the redistribution of our income and the up- 
swing of our standard of living, it is more than ever 
essential that people be informed, guided, persuaded, 


Report gives full facts 


This is the challenge for which the authoritative 
new report, “Marketing Opportunities 1950,” gives 
chapter and verse. It is in no sense a prediction of 
events to come. But it is a report which every busi- 
nessman should have, because the facts it gives 
affect every man’s business. As its author, Mr. Arno 
Johnson, Director of Research for the J. Walter 
Thompson Company, concludes: 


**An increase of 5% to 10% in consumption by the 
American people in 1950 could make the difference 
between prosperity and depression. Perhaps 59 extra 
effort will swing the balance!’’ 


By mid-July 1950, total population 
will be up 15% over 1940...20,000,000 
people added to the potential market 
for goods and services! 1949 birthrate 
was 1% over 1948. The year ended 
September 1, 1949 added 2,623,000. 
Compared to 1940, farm population 
will be down three million; non-farm 
up more than 23 million. 


From 1941 toFebruary 1949,21,000,000 
“families’’ have moved to the “over 
$2000” income groups. 1950 begins 
with more than 35,000,000 in these 
brackets, with average spending power 
52% up, and sharp gains in “‘dis- 
cretionary” income for the lower 
brackets even after allowances for 
higher living costs. 


REAL purchasing power in 1950 (after 
full correction for both taxes and 
prices) can be $121.2 billion. This is 
$45.5 billion increase over 1940, and 
6% higher than in 1949. Despite a 
consumer price index of 165, this 
would mean a 39% increase of per 
capita real purchasing power over 
the “good” year 1940. 


17’. MILLION MARRIAGES 


More than forty per cent ofall families 
are NEW families since 1940. Nine 
million people have moved from rural 
areas to cities! New spending units, 
and old spending units in new places 
all offer special sales opportunities. 
But people’s basic desires do not con- 
vert themselves into buying demand 
automatically. 


HERE is a report of importance 


to every executive. We are 
also glad to make it available 
to libraries, universities, cham- 
bers of commerce, and others 
interested in the study of mar- 
keting. May we send you a 
free copy for your own study? 

Write today to J. Walter 
Thompson Company, 420 
Lexington Avenue, New York 
17, N. Y. Twenty-one other 
offices in strategic cities 
around the world, 
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$400,000,000 Ad 
Outlay by Auto 
Industry Seen 


(Continued from Page 1) 
manager, R. C. Somerville, has an. 
nounced that daily newspapers ip 
all Plymouth dealer cities will be 
used. Also on the schedule are 
several hundred radio and Ty 
spots, a continuing campaign in . 
2,000 daily and Sunday newspa- 
pers, magazine ads, and outdoor in 
1,000 markets. Plymouth stresses 
a “packed with value and ready 
to prove it” theme. N. W. Ayer & 
Son is the Plymouth agency. 


@ General Motors’ Oldsmobile di- 
vision, through D. P. Brother & Co,, 
will put more into newspapers and 
TV this year. The division is said 
to be happy with video newscasts 
it has sponsored. 

Buick, spending slightly more 
than $8,000,000 through Kudner 
Agency, will channel most of it 
into newspapers. Buick has always 
been one of the strongest users 
of this medium and has announced 
it will rely mainly on newspapers 
this year to reach 10% of the in- 
dustry’s new car sales. 

The expanded Ford budget will 
go entirely into newspapers and 
broadcasting, through J. Walter 
Thompson Co. The division is now 
“saturating” CBS and Mutual net- 
works with radio spots and pro- 
grams and will start an intense 
TV schedule (see story below). 


s Lincoln-Mercury’s $15,000,000 
schedule, which opens later this 
month, has not been revealed in 
detail. 

Cadillac’s $4,000,000 will be 
spent in newspapers and maga- 
zines, chiefly. 

Used car dealers will use news- 
papers, radio and TV to try to hit 
a total of 15,000,000 transactions 
again this year. They spend about 
$15 per car sale for promotion, it 
is estimated. 


FORD WILL ALSO USE 
VIDEO INTENSIVELY 


Detroit—Ford Dealers of Amer- 
ica will use the same technique in © 
television they are using in radio © 
for their 1950 introductory cam- 
paign (AA, Jan. 9). 

J. Walter Thompson Co. has 
lined up ten TV shows on four net- 
works to be sponsored by the deal- 
ers between Jan. 20 and Feb. 2. 
The list: “Hands of Murder,” Du- 
Mont; “One Man’s Family” and 
“Leave It to the Girls,” NBC; last 
half of “Super Circus,” ABC; 
“Front Page,’ CBS. Contract for 
each show is for two telecasts, 
with options for additional ones. 

Ford Dealers started the drive 
early in January with a heavy spot 
radio lineup, a special two-week 
schedule of 23 programs on Mutual 
and CBS and newspaper promo- 
tion. Sponsorship of the CBS and 
Mutual sustainers is expected to 
be extended another two weeks. 


Henry Morgan Moves 
Into Giveaway Spot 

“Hollywood Calling,” the hour- 
long giveaway into which NBC 
sank a great deal of production 
and promotion money in a bid to 
lure away some of Jack Benny’s 
audience (CBS), has been reduced 
to a half hour. Last night (Jan. 
15) Henry Morgan, who has suc- 
ceeded only in getting a summer- 
time sponsor since he joined the 
NBC lineup, moved into the 6:30- 
7 p.m. spot. 

The 7-7:30 p.m. portion of the 
giveaway, which has Hollywood 
stars presiding at the telephone, 
will remain on the schedule—at 
least for a while. Gruen Watch 
Co., sponsor of the last half of the 
giveaway for several weeks, let it 
go at the end of last year. 
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CONTINUES TO 


MINANTLY SERV 


The Salt Lake and Intermountain Market 


As this vital market expands, so grows the 
readership of The Salt Lake Tribune-Salt Lake 
Telegram: 


Dec., 1949, Net Paid Daily Average... . 133,319 
Dec., 1949, Net Paid Sunday Average. . 128,956 


Conclusive evidence of the continuing confidence 
of readers. 


Advertisers, classified, retail and general, recog- 
nize the effectiveness of this circulation growth. 


The Salt Lake Tribune (Daily) Leads by... .41%! 
Salt Lake Telegram (Daily) Leads by 


The Salt Lake Tribune (Sunday) Leads by. . .74%! 
Proof of dominant service to readers and 
confidence of advertisers. 


125,000 
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115,000 
110,000 
105,000 
100,000 
95,000 
90,000 
85,000 


80,000 


DAILY 


SUNDAY q 


1940 1941 1942 1943 1944 1945 1946 


CIRCULATION (ABC JUNE 30TH REPORTS) 


THE SALT LAKE TRIBUNE (DAILY) 12,265,232 


SALT Lake TeLeceam (0A\y) 72577 


OTHER DAILY NEWSPAPER 


THE SUNDAY SALT LAKE TRIeUNE [J 5.178.586 


OTHER SUNDAY NEWsPAPER MN 2.983.134 


Again in 1950-One Newspaper Buy Does the Job 
In the Prosperous Intermountain “Million Market” 


Che Salt Lake Crime - Celegram 


Represented Nationally by O’Mara & Ormsby, Inc. 
and Metropolitan Sunday Newspapers, Inc. 
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promotion. 
nominal added cost. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd, Chicago 4, III 
ADMATIC OF CANADA, 69 York 41, 


loronto 


2” x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A "Natural" for point-of-sale 
Synchronized sound attachment at 


Write for 
Circular A-l 


Lambert, Pro-Phy-Lac-Tic 
Shift Executives’ Duties | 


George W. Young has been made 
vice-president in charge of sundry 
sales of the Pro-Phy-Lac-Tic 
Brush Co., with headquarters at 
the home office, Florence, Mass. 
Frank Camp, formerly vice-presi- 
dent in charge of sales, is now di- 
rector of sales for the sales divi- 
sion of the Lambert Co., New York, 
parent company. He will supervise 
activities of a field organization 
selling the products of Lambert 
Pharmacal Co. and Pro-Phy-Lac- 
Tic Brush Co. 

Joseph F. Huber continues as a 
vice-president of Pro-Phy-Lac-Tic 
in its sundry sales division. George 
W. Ray, in charge of chain store 
sales, and Donald B. Harter, in 
charge of department store sales, 
continue as specialists in those 
fields for Pro-Phy-Lac-Tic. 


Issues New Rate Card 

Saturday Night, published by 
Consolidated Press, Toronto, has 
issued a new advertising rate card, 
effective March 1, 1950. The rate 
for _ page, one insertion, will 


One-a-Week Is 
Duffy Pattern 
for TV Shows 


New YorkK—People who have 
been wondering when Lucky 
Strike’s Jack Benny, Rexall’s Phil 
Harris and Alice Faye, Wildroot’s 
“Sam Spade” and other Hollywood 
stars in the Batten, Barton, Dur- 
stine & Osborn stable will decide 
to make the TV plunge, got a par- 
tial answer last week from Ben 
Duffy. 

BBDO President Duffy’s advice 
to Los Angeles talent: “Come to 
New York and do a show if you 
like, but don’t make the mistake 
of going on kinescope. This bus- 
iness is too competitive for you to 
start out with a handicap.” 

Mr. Duffy summarized his feel- 
ings on live vs. transcribed tele- 


be $3 


Spot Radio Does 
Cost Less Today— 


Startling Comparisons Prove That 
WHO Costs 52% Less Than In 1944! 


By every standard that means anything 
whatsoever to forward-looking advertisers, 
advertising on WHO costs less today than 
in 1944, 


Comparing figures from the 1944 and the 
1949 Editions of the Iowa Radio Audience 
Survey,” you find that in 1949 Iowa 
radio homes had increased to the point 
where WHO cost 10.6% less per thousand 
radio HOMES than in 1944! 


Even more startling, you find that in 
1949, multiple-set homes had increased 
to the point where WHO cost 52% less 
per thousand radio home SETS than in 
1944 — and modern’ research has proved 
that the increased number of home sets 
is even more important than the increase 
in radio homes, (Junior listens to his 
favorite serial program while Dad hears 
the evening news — Mother listens to a 
dramatic program while Sister is tuned 
to popular music — or the whole family 
listens to the same program, but in dif- 
ferent parts of the house. Thus it is no 
longer correct to speak of “radio homes” 
—SETS make today’s audiences! ) 


By applying the Iowa Surveys’ percent- 
ages of one-set radio families and 
multiple-set radio families, against popu- 
lation estimates,** you find that Iowa 
had 769,200 radio homes in 1949, against 


*The 1949 Iowa Radio Audience Survey is the 
twelfth annual study of radio listening habits in 
lowa. It was made by Dr. F. L. Whan of Wichita 
University — is based on personal interviews with 
over 9,000 lowa families, scientifically selected 
from cities, towns, villages and farms all over 
the State. 


As a service to the sales, advertising, marketing 
and research professions, WHO will gladly send 
a copy of the 1949 Survey to anyone interested in 
the subjects covered. 


**Sales Management's Surveys of Buying Power. 


only 596,000 in 1944. Whereas there were 
only 904,000 sets in lowa homes five years 
ago, this number had sky-rocketed to 
2,140,000 in 1949! Yet this 136% increase 
in radio sets is for homes alone; it omits 
the hundreds of thousands of sets in 


WHO — CLASS C — 


Note that all these figures are based only 
on extra sets in Iowa homes. The figures 
do not include hundreds of thousands of 
“non-home” Iowa sets, plus millions of 
sets in WHO's BMB secondary night-time 


lowa cars, offices, barns, stores, trucks, 
restaurants, ete. 


The phenomenal increase in the number 
of lowa’s radio homes and radio sets — 
and the decrease in costs — boils down 
to this: 


\Y%-HOUR MAXIMUM DISCOUNT? 


Fe ‘reent Decrease In 


Percent 1 Decritase dn 


7 Cost Per Thousand Cost Per Thousand 


"Radio Sets 
in 


tThe \-hour rate is indicative of all other time segments since WHO's cost is 
figured on a ratio basis. Class € time is shown because it changed very little 
during the last five years — that is, Class C has remained primarily Daytime . . 
from 8 to 12 mornings and from | to 6 afternoons. 


counties —these are the reasons why 
WHO is today a “better buy” than ever. 
For additional facts about WHO's great 
audience-potential, write to WHO or ask 
Free & Peters. 


W inl © 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC., 
National Representatives 
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vision Jan. ‘12 during a speech be. 
fore the Radio Executives Clyp 
here. 


s Commenting that more adver. 
tising dollars have been wasted 
through lack of, rather than excess 
of, frequency, Mr. Duffy predicted: 
“While some high-priced shows 
for prestige products may be 
scheduled every other week, the 
general frequency pattern wil] 
probably be that of radio—once 
every week.” 

The agency executive called at. 
tention to ADVERTISING AGE’s re. 
cent coverage of the problem of 
frequency in advertising and sug. 
gested that one method of getting 
a company out of a set frequency 
rut is ridicule. 

“Why not do some original 
thinking,” he asked, “rather than 
base things on a calendar that was 
made many years ago? What is 
a week? The person who decided 
on seven days for a week probably 
never realized what a lasting in- 
fluence he was going to have.” 


More tolerant of present TV — 


costs than many agencymen, Mr. 
Duffy pointed out that the maga- 
zine with the lowest cost per 
thousand is not necessarily the best 
buy and that a color page, which 
costs 43% more than the same 
page in black and white, may be 
a good investment. 


“Cost is a factor which must be 
considered in relation to the pro- 
ductivity of a medium,” he said. 
“Sometimes the highest priced 
salesman is the best. Perhaps that 
is why he is the highest priced.” 


a Competition will, in the long 
run, keep television costs within 
reason, Mr. Duffy believes. “If 
television charges get too high, it’s 
very easy for an advertiser to 
change his appropriations from one 
medium to another,” he said. 


Nor should TV’s present cover- 


age keep advertisers from capital- | 


izing on the medium since sales, 
rather than the market, are the im- 
portant consideration, Mr. Duffy 
said. 

“Why not go ahead and sell more 
to the people in the restricted mar- 
kets? Schaefer sells more beer 
within 50 miles of New York than 
most breweries—with the excep- 
tion of five or so—do in the 
country as a whole,” he continued. 

TV’s support, Mr. Duffy feels, 


will come from the top sponsors | 


of radio—food and drug and soap 
companies—as well as from com- 
panies who have never fully uti- 
lized sound broadcasting, such as 
automobile and cosmetics manu- 
facturers. 


He also foresees a “great mor- © 


tality” among video advertisers, 
with those “who have no real rea- 
son to be there dropping out as 
TV outgrows the cracker barrel 
stage.” 


Muzak Exploring FM Use 

Muzak, New York, reportedly 
is exploring the possibilities of 
using the facilities of FM stations, 
rather than leased telephone wires, 
to provide background music for 
public places. Tests have been 
made over WIBG-FM, Philadel- 
phia. Muzak’s move follows the 
entry of Functional Music, Chi- 
cago, into the field. The latter com- 
pany, a subsidiary of Field Enter- 
prises, has announced plans (AA, 
Dec. 19) for furnishing FM-broad- 
cast music to business establish- 
ments. 


Roto-Print Names Seelig 


Roto-Print Mtg. Co., St. Louis, | 


manufacturer of Mimeograph ma- 
chines, has placed its advertising 
with Seelig & Co., St. Louis. Mag- 
azines, business papers and direct 
mail will be used. 


COVERS OAKLAND 
CALIFORNIA Al 
LOWEST COST 
PER 1,000 
aie 


re ga ee ee ee ee Nee ee ee ae ee ge ay ee eee hi te, DC Se ee ae ee re “See a ae eens : rye 
a. f ‘ ae ee ane oy - oe, ae 7 i a ae . gis ac ees ais eee : : ; es : ae os wy, ic oh : pars j seh De ase 
ne a 
Ba : 
ris J 18) 3, 
Pei ene 
cane Z a ~ - | 
a / 
ata ge rg] | 
| | 
| 
| | | 
ak z | | 
Py bai * * | | : 
ce ene mi | : 
a ee i. | | 
“i al 94 | 
= : | 
e aig rs 
Bi : 
awa oe a ; 
ae 
’ 
pee ae a 
aes TT 
ty 2 av ; 
| a 
} os 
ee | ’ 
: er y mst Per UT : u 
seer sigan : OF nt gtr ee poe ae 2 ae 
A I RE oe Ve Se a ee nae > =i tee 
¥ oe? See nes meant ee : oe or ae 2oaye cae 
ea midg i tit Sig a eee ee i ata ge emi . i me a f — 
? ‘a a , i é 4 > . la i sete | ba “a a Sis (ei a a at Re a P ar a 
iis ee eee ae Fae Pee oe, ee ee ee eee Po 
ial ; 1 a " nee mn 200F aad am : = ‘$0. a bead rae ree fei oe 7 ! 
a a. ae =e as os ee ee 
: |. : f eee 
; Number of lowa .& 
Radio Sets (In Homes) pote: nee | naa Jers 
, = ‘ hens) Sean Oe eo ‘ ‘fo : 
a iin ees : eee ee ia fie) Se i a sel ht 1» Homes > in 1949 
ees ier ae re SS Sai Marches SRR WERIMMR Scamemmtiaaecans ot 0 sees test ai nook ata a 
Sonia: Bergh 7 ee i OM We okey ce ee ke tes eee Meg ON 
994 904,000 867.505 800TH ae: 
1049 2.140.000 » | 27.00 $0,036 : : 
oe | 
paar 
res 
> aig 
art 
aN 
ae 
AL X | 
sate = eee Oe eee eee es fre ena, eRe Ce nie nee ee eee | REO, ea Seen ee Gee REE ey ee eS Se) a ae eS ee ee EN eae cate tee | (7a oe eS pc ily ae Ps ae sy ee ae | 5 Se Ee ae a eee a 
- Rte 62 et ee ee ea ON Sites oprh Pee See fp ee td ven 2) eae hue an cone et ery cu NRC D gs oat oe he ere ae fe Up Sas) NS Groen cee os Seton) ee ee aa eee 
OE cae Cee een hn eT Seay Teepe Tee gE mere ee ile oP ae a Bai Sen ee Le ay Meee a Cee ene ere mod ve re TEN ee rh ee Le Mae 
et See eee oe Pore epey | Like > ee ee ee eee ee ea ere ——— = as - cna Pe on fo iy ead rae on an he - haaanaet ree ame ee coe cpa 


pital- | 


sales, 
ie im- 
Duffy 


direct 


KLAND, 
1A AT 
COST 
000 


nations 
“Smith 


c. 


a : oy oR Sy Oe 


Basic Formula: BUILDING MATERIALS 


Producing building materials is basically a matter of processing raw 
ingredients into products used in construction. The industry falls into 
hundreds of categories, alike in only one general respect... the wide- 
spread use of Business Week to sell the finished product. 


REASON: Business Week is read by a highly concentrated audience of 
Management-men . . . executives who make or influence buying deci- 
sions on building materials for their firms. 


RESULT: Advertising in Business Week is seen by selected prospects. 
It produces more sales, at less cost to the advertiser for just one 
reason—a very big reason— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


Building Materials Advertisers* 
in Business Week 


American Lumber & Treating Co. 
Armstrong Cork Co. 

Butler Manufacturing Co. 
Celotex Corp. 

Great Lakes Steel Corp. 
Hauserman, E. F., Co. 

Horne, A. C. Co., Inc. 
Johns-Mansville Corp. 

Keasbey & Mattison Co. 

Luria Engineering Corp. 
McCloskey Co., The 

Mills Co., The 

Owens-Corning Fiberglas Corp, 
Pittsburgh Corning Corp. 
Portland Cement Ass‘n 

Rilco Laminated Products, Inc. 
Star Manufacturing Co. 

Steel Craft Manufacturing Co. 
U. S. Gypsum Co. 


*Source: Publishers’ Information Bureau Analysia 


A McGRAW-HILL PUBLICATION 
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Pocket-Size Book 
ales in 1949 Hit 
184,000,000 Copies 


| New York—Publishers of pock- 
Bt-size editions, nursing an infant 
industry among the media of mass 
tommunication during the past few 
years, enjoyed a prosperous 1949. 

More people read 25¢ books last 
year than ever before, with pub- 
ishers distributing 184,000,000 
topies comprising 659 different 
itles during the year. This figure 
Fepresents a 37,000,000 increase 
bver the 1948 total of 147,000,000 
topies of 459 titles. 


You Can Sell PREMIUMS 


ro this 20-Million-Dollars-a-Year Market. 


new spa' . Mmatazines. form papers and peried 
wais buy over 5 yr pe wee 4 cireu 
ation- ss 
oat. YOUR key to Wis "market Let us tell 
about it. 
son CIRCULATION 
Circulate’ Baa Ty 
Managemen” 53 W. Jackson Bivd. 
Chicago 4, Ill. 


Bantam Books Inc. predicts no 
slowdown in expansion of the pub- 
lic’s desire for pocket editions. The 
company sets the 1950 year’s total 
at 199,000,000 copies and about 800 
titles for the entire industry. 


KOMO Appoints Evans 

John Rys Evans, formerly a 
partner in the Seattle agency, Hid- 
dleston, Evans & Merrill, has been 
appointed an account executive 
of KOMO, Seattle, NBC affiliate. 
He was previously northwestern 
> fcamamammaite for Frederick W. Ziv 

0. 


Walsh to Beaumont & Hohman 


Frank Walsh, formerly copy 
chief of John W. Shaw Advertis- 
ing, Chicago, and previously copy 
chief and account executive of 
Burton Browne Advertising, has 


:| joined the copy staff of Beaumont 
.|& Hohman, Chicago. 


Dooley Leaves KFAB 

Robert M. Dooley has resigned 
as national sales manager of 
KFAB, Omaha, after five years in 
that position. 


Soh 


Advances Ross and Ranahan 


J. H. L. Ross, manager of the 
Toronto branch, has been named 
assistant vice-president and gen- 
eral sales manager of Industrial 
Acceptance Corp., Montreal. He 
succeeds J. H. Ranahan, who has 
been made vice-president and as- 
sistant general manager. 


Seagram's Names Sabloftt 


Robert M. Sabloff has joined 
the advertising department of Dis- 
tillers Corp.-Seagram’s, Montreal. 
He was formerly with Cossman, 
Eveleigh, Dair, Montreal, which 
operates in association with Ellis 
Advertising Co. 


To Wilson, Haight & Welch 


The New York office of Wilson, 
Haight & Welch has been appointed 
to handle the advertising of Ply- 
mouth Textiles, Brooklyn, cotton 
textiles. 


Becomes Winius-Brandon 
Winius-Drescher-Brandon, St. 

Louis, has changed its name to 

Winius-Brandon Co. with the re- 


signation of John M. Drescher. 


Federal Reserve Figures on Department Store Sales 


WasHiIncTton—After two weeks 
of record-breaking, pre-holiday re- 
tail sales, dollar volume for the 
week ended Dec. 31 declined 3% 
as compared to the same week last 
year. 

Not all districts dropped below 
the level of last year, however. 
The Richmond district was up 5%; 
Atlanta district showed a 4% rise; 
Kansas City district reported a 3% 
gain on the year-to-year tally and 
the San Francisco district was up 
1%. 

A number of cities reported 
still larger increases. Washington 
and Kansas City were up 15% from 
the same week last year; New Or- 
leans had a 12% increase, and At- 
lanta was up 9%. 

On the other side of the ledger, 
Pittsburgh and Little Rock ex- 
perienced 13% declines; Akron was 


For Maximum 
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Always specify enamel papers by name... 
not by number. Champion’s Satin Refold 
Enamel is a top-notch performer on any 
letterpress equipment. This fact is important 
because of the greater speed of modern 
presses. For maximum performance of enamel 
book stock on today’s high-speed presses, 
make Champion your choice . . . specify 


Satin Refold Enamel by name. 


CHAMPION 
A Utility sheet 
requirement of 
ing job, 


GREAT ENAMEL PAPERS 


CHAMPION SATIN PROOF 

finest Printing enamel 
Specify this Wality paper. 
CHAMPION 


Recognized as 


HINGEFOLD 


CHAMPION SATIN REFOLD 
A superb enamel book 
vorite with Printers everywher 


HAMILTON 
which meets every 
Qverage print. 


At left: No. 29 Mieble 
one-color Printing Press 
manufactured by Miehle 
Printing Pressand Man- 
ufacturing Company. 
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WwW EO A Nn 
Week to Dec. 31, ’49*.. 
Week to Jan. 

Week to Dec. 

Week to Vec. 

Week to Dec 

Week to Dec. 18, 48%... 


pPreliminary. 
*Not adjusted seasonally. 


carn canter ere eee ee RD 


off 11%, and Boston was down 
10%. 

Main reason for the 14% rise 
in sales during the week ended 
Dec. 24 was the fact that Christmas 
this year was preceded by a six- 
day shopping week. Last year, 
there were only five days of buy- 
ing in the pre-Christmas week. 

The Federal Reserve Board’s re- 
tail sales index declined from an 
all-time peak of 580, for the week 
ended Dec. 17, to 199 (1935-39 
equals 100) for the week ended 
Dec. 31. 

First indication of business in 
1950 probably will be the mid- 
January figures. In each year since 
the war, these sales figures have 
offered a fairly accurate sugges- 
tion as to how dollar volume of 
sales during the year will compare 
with previous years. 


% Change from 1948 
—_—= Ended 


Federal Reserve Dee. 


District and City 24 31 
UNITED STATES “4 6 —8 
Boston District . 6 -—8 
New Haven ... 20 —6 
Boston oo... 14 —10 
Springfield . 12 8 
Providence  .............c00000 20 —7 
New York District .. 2 -38 
Newark .. 1 14 5 
Buffalo .... —3 ll —4 
New York —2 122 —5 
Rochester 2 13 8 
Syracuse —1 17 1 
Philadelphia District —1 rill —4 
Philadelphia ....... 2 ro —8 
Cleveland District 0 1 —10 
[ees 3 9 —l1 
eee 3 rlé —9 
Cleveland . 4 5 —6 
Columbus 6 ll —8 
Toledo ..... —6 9 —5 
Pittsburgh 3 12 —13 
Richmond District 5 13 5 
Washington ....... 7 18 15 
Baltimore ......... —-1 8 —2 
Atlanta District 5 22 4 
Birmingham . —1 122 —8 
i 1 18 be 
‘AOE rl0 = r33 9 
New Orlean r3 r22 12 
Nashville .......... ré = r25 ° 
Chicago District 1) 2 3 
Chicago ........... 0 122 —7 
Indianapolis 3 14 3 
Detroit .............. --3 6 —1 
Milwaukee ......... 1 15 —6 
St. Louis District 9 13 —8 
Little Rock ......... 2 12 —13 
Louisville ......... 4 19 —5 
St. Louis .... 5 12 0 
Memphis —1 7 —#8 
Minneapolis District ...... 7 roe —4 
Minneapolis ............ " 10 21 -—2 
St. Paul 3 21 —5 
Duluth-Superior ........ 4 6 ps 
Kansas City District ...... 8 £23 3 
Denver ......... 1 166=—l 
Wichita ...... 5 15 0 
Kansas City 19 54 15 
St. Joseph ........ 1 1s —6 
Oklahoma City . 9 21 —2 
“ss 3 17 —9 
Dallas District 7 #r20 —t1 
_ i= 9 16 2 
Fort Worth 10 180601 
Ene 1 20 —2 
San Antonio ................. 7 30 —3 
San Francisco District .. 2 18 1 
Los Angeles Area ........ 1 15 1 
Oakland ............. 0 233 —5 
San Francisco 4 20 3 
Portland ............... —1 20 —2 
Salt Lake City 7 18 3 
SUED © Wenlhisdstateriiensscistephas 0 17 —4 


rRevised. 
*Data not available. 


U. S. Steel Ups Anderson 


Harry J. Anderson has been pro- 
moted from assistant manager to 
manager of the exhibit section of 
the advertising division of United 
States Steel Corp. of Delaware, 
Pittsburgh. He succeeds M. L. Nei- 
son, who has resigned. 


Names Fenstermacher Agency 


Betts Machine Co., Warren, Pa., 
manufacturer of patented valves 
for the oil industry and other spe- 
cial mechanical devices, has named 
John Harder Fenstermacher, Corry, 
Pa., as sales and advertising con- 


sultant. 
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Never Underestimate the Power of a Woman! 


<n aca can carte in en einen te ee NE ELE DP OLE EE EES OE ell aelieaell 


Women like to try things on for size—and if they fit, adapt them to their lives. 
Because Ladies’ Home Journal fits into their lives more intimately, more usefully, 


more women buy the Journal, issue after issue, than any other magazine. 


LAbIEs Home JOURNAL two vom SeLIEVE IN 
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Why Not Charge Admission to TV Shows? 


Television is an extremely costly operation. Rates to sponsors are 
high and constantly getting higher. Yet stations and networks are 
losing money, and there is no immediate prospect of a change in the 
financial picture. 

At the same time, many television shows, particularly the big-name 
review and variety shows, are good theater. To present such a TV 
show requires theater facilities, eye-catching sets, and the complete 
complement of technicians, operatives and union representatives which 
characterize any stage production. 

Television also seems to require, for revue and variety types of 
shows, a live audience. 

Why must that live audience be given free seats? Why can’t the 
people who want to see an hour of fast paced variety entertainment, 
complete with stage settings and music, be required to pay a modest 
price for the privilege, just as they do for other personal entertain- 
ment? 

Is it because radio has set the pattern of free admission tickets? 
That is not a valid reason. First, radio is not TV. Radio is designed to 
be heard, not seen, and seeing is sometimes disillusioning. But TV has 
sets, learned lines, and color that can’t be seen on the screen. Further- 
more, there is a radio show—the famed “Barn Dance” of WLS, Chi- 
cago—which has played to audiences which gladly pay 85¢ for adults 
and 50¢ for children, for almost 18 years. Since March, 1932, the “Barn 
Dance” has put on two shows at the Eighth St. Theater every Satur- 
day night, sold tickets to something like 2,500 people a week, and at 
the same time managed to do an outstanding job for its sponsors. 

Is it because the money involved in collecting audience admissions 
is relatively “peanuts”? Well, we know some TV sponsors and some 
TV stations and networks who are, or ought to be, getting very much 
interested in “peanuts” these days. A little thinking of the “peanut” 
variety, as far as money is concerned, might be extremely valuable 
to the whole medium. 

Is it because there are insuperable union problems, or performers’ 
problems, or technical problems of any kind? No one in the industry 
has been able to point out such problems. 

Are there legal difficulties? We know of no important ones. 

A thousand dollars in admission charges to a show like the Texaco 
show wouldn’t make all the difference in the world, perhaps, but it 
might cut the cost to Texaco by $500 and raise the network’s income 
by a similar amount, and thus prove pretty helpful all around. 

Magazines and newspapers make readers pay part of the cost of 
what they get. Why can’t television? 


A Big Year for the Travel Industry 


The frenzied bloom of war days seems off the winter travel situa- 
tion. The weather, which has been all wrong in all the places, can take 
some of the blame, but much of the loss of “hecticity” in winter vaca- 
tioning is a natural dissipation of an effervescence which could not 
last. 

The outlook for the year, however, seems remarkably good for 
travel all over the world. The Holy Year will draw millions, appar- 
ently, to Europe, and to that extent may be considered something less 
than a blessing by domestic vacation and travel interests. 

But this is likely to prove untrue. The immense volume of publicity 
and conversation being given to the pilgrimages to Rome is creating 
more interest in travel than there has been for many a year. Inevi- 
tably, millions of people are going to find their travel and vacation 
nerves itching as they have never itched before. 

This ought to be a great year for selling trips, tours and vacations 
to the average man.and his wife and family. 


/ 


‘=. 


—Print: Wrenn Paper Co. 
“Advertising did it, boss! | finally made a sale!” 


What They're Saying 


‘The Miracle of America’ 

I found an interesting communi- 
cation from the Advertising 
Council on my desk. It is a book- 
let, “The Miracle of America,” 
telling why Americans live better 
than many people in other parts 
of the world. Some Americans may 
wonder whether they actually do 
live better. But, in percentages, I 
am sure there is a higher standard 
of living in America than in any 
other country. 

The booklet also tells how ma- 
chines make jobs. That is an im- 
portant subject, for in some unions 
many workers almost go hand in 
hand with employers who occa- 
sionally hold back new discoveries 
because they want to make all 
they can from an earlier discovery. 
Fear, of course, is the motivation 
in both instances. 

I believe machines do make jobs. 
Yet I think with the increased use 
of machines must go an under- 
standing that we believe in an 
economy of plenty. 

But in the past we have func- 
tioned largely on an economy of 
scarcity. Not only here, but in 
other parts of the world, we will 
have to change our economic 
thinking before we accept and 
really work with complete confi- 
dence in an economy of plenty. 

The booklet also tells why free- 
dom and security go together. 
They do go together, I believe. 
Part of the time, however, many 
people prefer to be controlled by 
others rather than try’ to control 
their own destinies. That is partly 
because they have tg make up 
their minds on many 4uestions, if 
they are to make wise decisions, 
and that entails much trouble. 

For this reason, security with- 
out freedom occasionally looks 
pleasant to many. 

Included also is an interesting 
platform for all Americans. The 
men on the Advertising Council 
policy committee represent a wide 
range of business, academic and 
government experience, Hence it 
is wise to pay attention when they 
indorse the following paragraph, 
under the heading, “Increased rec- 


ognition of human value as a pre- 
requisite to better living”: 

“As a technological society de- 
velops, it inevitably produces a 
varying amount of industrial dis- 
placement and unemployment. 
While no solution of this problem 
has been found, the American 
people have sought to deal with it, 
not through compulsory assign- 
ment of laid-off workers to other 
tasks, but through such devices 
as unemployment insurance, em- 
ployment projects and family wel- 
fare programs. But much more 
remains to be done.” 

That last sentence undoubtedly 
will give some people the jitters. 
What does the Advertising Council 
think are the next steps to be 
taken? 


—Mrs. Eleanor Roosevelt, in her news- 
paper column, “My Day.” 


Distribution Costs Go Up 

With the return of competitive 
selling, sales department expenses 
and expenditures for advertising 
increased slightly more than 19% 
[in 1949] over 1948. 

Increased emphasis upon mer- 
chandising of both automobiles 
and appliances also was a charac- 
teristic of dealer operations in 
1949. Twelve hundred thirty-three 
Nash dealers were employing a 
total of 3,531 retail salesmen at 
the close of the fiscal year. This 
compared with 553 salesmen at 
the end of 1945. 

Plans call for adding about 2,- 
000 more salesmen during the 1950 
fiscal year. 

Kelvinator and Leonard appli- 
ances are handled through approx- 
imately 11,000 retail sales outlets, 
with distribution based on a care- 
ful selective dealer policy. A vig- 
orous retail sales training pro- 
gram, in continuous operation 
since 1947, has trained more than 
17,500 individual salesmen to date. 

In three years more than $500,- 
000 has been spent on research and 
materials alone for this program, 
and it is now contributing impor- 
tantly to retail sales volume of 
Kelvinator and Leonard appli- 


ances. 
—Nash-Kelvinator Corp. 
port, 1949. 
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| Rough Proofs | 


You can’t beat the endorsement 
Helena Rubinstein is giving her 
new Estrogenic hormone cream 
and oil for the skin. She says she’s 
using it herself. 


Friends of Hal Stebbins, the 
pride of the West Coast, say the 
item reporting the organization of 
Hal Stebbins Inc. belongs in the 
it’s-about-time dept. 

” 


According to forecasts of the 
new advertising copy promoting 
the Chrysler line, the 1950 equiy- 


alent of “tall, dark and handsome” | 


will be “low, long and lovely.” 
* 


Hopalong Cassidy has made it at 


last. After going over big in the 
movies and on television, he and 
his big white horse are now ap- 
pearing in daily newspaper comic 
strips. 


Resistab was developed from 
formula to retail counter in just 
29 days, Bristol-Myers reports. 

After that, if you caught cold, 
it was your own fault. 

° 


“The book club idea,” 
Publishers’ Weekly in reviewing 
haif a century in the book trade, 
“secured a firm hold in the indus- 
try and created continuing debate.” 

The debate will continue to rage 
in the next half century, and the 
retail booksellers will continue to 
lose the decision. 


The advertising program of Mer- 
cury Record Corp., which is pre- 
paring to enter the television field, 
will be unique, the company says. 

Maybe its receivers will auto- 
matically tune out old Western 
film programs. 


White Sewing Machine Co. is 
shooting at the man of the house 


in its new advertising program. If | 


dad has learned how to sew on his 
own buttons, he may even be am- 
bitious enough to make his own 
button-holes. 


° 
“The Velikovsky hypothesis,” — 
predicts Harper’s Magazine, “will © 
confound the astronomers, dis- © 


comfit the Biblical scholars, chal- 
lenge the physicists, bemuse the 
clergy, and jostle the thinking of 
anthropologists, historians and geo- 
logists.” 

Yes, but will it give Albert Ein- 
stein anything to think about? 

+ 

A study in Harford county, 
Maryland, shows there is a rela- 
tionship between newspaper ad- 
vertising and kwh consumption. 

It should also show a relation- 
ship between horsepower and pari- 
mutuel receipts at Havre de Grace. 

* 

An advertising man’s girl Fri- 
day is advertising with the object 
in mind of a “permanent future.”’ 

She expects to be wedded to her 
job. 

* 

ADVERTISING AGE has just cele- 
brated its 20th birthday, and if 
Rough Proofs were using the cal- 
endar of the midcenturions, this 
column would now have attained 
its majority. 

Copy Cus. 


reports | 
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IN 1949, : 


THE INQUIRER PUBLISHED 
MORE THAN 34,400,000 LINES 
OF ADVERTISING. .. 


.--over 5,500,000 more lines than the 2nd 
newspaper published 


aes 


This is the largest volume of advertising ever published 
Mer- a 


} pre- i 
pos | and represents a gain of more than 1,600,000 lines. 
auto- P | 

astern ; 


by any Philadelphia newspaper in a one-year period 


Both The Inquirer and 2nd paper publish 7 days rea 
Source: Media Records me 


FIRST in CLASSIFIED 
ADVERTISING 


FIRST in RETAIL 
ADVERTISING 


| geo- 
, FIRST in GENERAL 
ADVERTISING 


The Inquirer published 5,600,000 lines 
of general advertising—largest volume 
ever published in Philadelphia in any 
one year. This also represents the largest 


The retail advertising volume in The 
Inquirer was the largest ever published 
by any Philadelphia newspaper in any 
year—showed a lead of 1,700,000 lines 
over the 2nd paper—and the largest gain 


The Classified volume of The Inquirer— 
over 8,300,000 lines—is the largest car- 
ried by any Philadelphia newspaper in 
1949 and showed a leadership of 86% 
over the 2nd newspaper. 


pane gain in 1949. 
in Philadelphia. 


hes NOW IN ITS 17TH GONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP .IN PHILADELPHIA 


The Philadelphia Inquirer 


ained Exclusive Advertising Representatives: 


Cus. TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 448 S. Hill St., Los Angeles, Michigan 0578 
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‘Rock’ Smith and 
R. V. Newbell Quit 
Deepfreeze Posts 


NortH CHICAGO, ILL.—G. H. 
“Rock” Smith has resigned as vice- 
president and general manager of 
Deepfreeze division, Motor Pro- 
ducts Corp. He had held the post 
five years. 

According to company officials, 
Mr. Smith had been planning to 
set up his own management and 
merchandising consulting organi- 
zation for some time. 

The decision to expand the Deep- 
freeze line to include refrigerators, 
ranges and water heaters, plus the 
completion of a new factory in 
Ohio, resulted in a reorganization 
of the Motor Products setup. 

Mr. Smith, reportedly, felt that 
his decision to establish the Rock 
Smith Co., with offices in Chicago, 
thus was made at an opportune 
time. However, he will continue 
with Deepfreeze temporarily in a 
consulting capacity. 


a L. G. Jacques, formerly vice- 
president and general manager of 
Motor Products Corp., has been ap- 
pointed executive vice-president of 
the corporation. He will supervise 
both the Deepfreeze division and 
the automotive division. 

L. J. Sorensen, formerly treas- 
urer and controller of the company, 
has been named vice-president and 
general manager of the Deepfreeze 
division. D. J. Bracken, formerly 
Motor Products vice-president for 
manufacturing, will head the cor- 
poration’s automotive division as 
vice-president and general mana- 
ger. 

In addition to these shifts, 
Rhodes V. Newbell, formerly Deep- 
freeze advertising manager and 
more recently manager of home 
freezer sales, has left the com- 
pany and has joined LeVally Inc., 
which handles the Deepfreeze ac- 
count, as an account executive. 
However, he will be working on 
an account other than Deepfreeze. 


ew The post of advertising manager 
of the Deepfreeze division has been 
filled by Jeffery Cook, who was in 
the advertising department prior 
to the reorganization. 

Mr. Sorensen told AA that the 
changes in the organization are 
“nothing drastic,” and that com- 
pany policies have not been al- 
tered. 


NBC-UHF Goes on Air 


NBC’s experimental UHF tele- 
vision station began operations last 
week in Stratford, near Bridgeport, 
Conn. RCA Victor has designed 
special receivers and converters to 
a the reception of UHF tele- 
casts. 


Frank Cleary Adds Duties 

Frank J. Cleary, secretary of 
National Transitads Inc., has been 
appointed, in addition, special ad- 
ministrative assistant to Edmund J. 
Frazer, vice-president and head of 
the sales department. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
"Research Co. of America on brand 


preferences of Negroes from coast to coast, 
the only study of Its kind ever made, Write now 
for this free Information, 


gS tere LE 


Chateau Martin to Morris 


Eastern Wine Corp., producer of 
Chateau Martin wines and cham- 
pagnes, has appointed H. C. Morris 
& Co., New York, as its agency. 
Bliss & Marces formerly had the 
account. 


Appoints Bond & Starr 


Bond & Starr, Pittsburgh, has 
been appointed to handle the ad- 
vertising and sales promotion of 
Superior Valve & Fittings Co., 
Pittsburgh. 


McGraw-Hill Promotes 
Denmead and Hodgkinson 


Harry R. Denmead and William 
S. Hodgkinson have been appointed 
members of the advertising staff 
of Electrical Merchandising, New 
York, a McGraw-Hill publication. 
Mr. Denmead will serve as district 
manager for New York, New 
Jersey and Connecticut, and Mr. 
Hodgkinson will have charge of 
the New England territory except 
Connecticut. 

Mr. Denmead has represented 
Electronics, another McGraw-Hill 


eee ea, id Oto ee 


pebttontion, in the same territory. 
r. Hodgkinson also represented 
Electronics in New England and 
will continue to do so, operating 
out of the McGraw-Hill Boston 
office. Both succeed A. W. Brown- 
ell II, recently promoted to asso- 
ciate district manager of the com- 
oo hy Atlantic division in New 
ork. 


Russell Joins Ad Bureau 
Edward D. Russell, formerly 

with Seventeen, has joined the na- 

tional sales staff of the Bureau 


ee a ee 


Advertising Age, January 16, 1999 


of Advertising, American News. 
paper Publishers Association. Mr 
Russell will assume duties as an 
account executive in charge of 


drug and toilet goods advertising | cag 
East. 


in the 


Gudebrod Names Ramsdel] 


Gudebrod Bros. Silk Co., Phil. 
adelphia, has named Lee Ramsdel] © 
& Co., Philadelphia, to handle the | 
advertising of its thread division, © 
The agency also directs the pro. 
motion of the company’s fishing 
line and suture divisions. 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 
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- RADIO BROADCASTING $]emnlaa 
IS DIFFERENT, 100, 
in THE PACIFIC COAST! 


a BROADCASTING certainly is different on the 
Pacific Coast. Thousands of mountain ranges (5,000 to 14,495 feet high), great distances between 
markets and low ground conductivity all put the Indian sign on long-range broadcasting. 

It is necessary to use local network stations located in the important markets to reach all of 
the people all of the time. 

Only Don Lee is especially designed for the Pacific Coast. Only Don Lee has a local network 
station in each of 45 important markets (the three other networks combined have only 48 
stations ). 

Only Don Lee has the flexibility to offer a local network station in the Pacific Coast markets 
where you have distribution. 


LEWIS ALLEN WEISS, Chairman of the Board + WILLET H. BROWN, President +» WARD D. INGRIM, Vice-President in Charge of Sales 


uy 


Of 45 Major Pacific Coast Cities 


ONLY 10 3 8 24 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other 
networks network stations network station network station 
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SVE Appoints Kennan V. P. 


John C. Kennan, former staff 
member of the University of Chi- 
cago and director of the Evans 
Scholars Foundation, has been ap- 

inted vice-president and direc- 
tor of sales of the Society for Vis- 
yal Education Inc., Chicago. 


Katz Joins Ward Wheelock 
Kirby Katz, formerly with 
Hutchins Advertising Co. has 
joined Ward Wheelock Co., Phil- 
adelphia, as a copy executive. 


New Kellogg Show 
to be Heard on Mutual 


Kellogg Co., Battle Creek, Mich., 
has decided to air its new chil- 
dren’s program, “Mark Trail,” over 
53 Mutual stations starting Jan. 
30. The 30-minute series, based 
on the comic strip of the same 
name, will be heard Mondays, 
Wednesdays and Fridays. Kenyon 
& Eckhardt is the agency. The 
show, whose debut was delayed by 
difficulties with late afternoon time 
clearance, is expected to be car- 
ried on the full network next fall 


after a summer hiatus. 

As of Feb. 12 K&™ will take over 
the production of “Singing Lady,” 
telecast over ABC for Kellogg’s 
corn soya and other products. N. 
W. Ayer & Son formerly handled 
this program. 


George Fry Joins K&E 


George T. C. Fry, formerly na- 
tional director of network radio 
sales, American Broadcasting Co., 
has joined Kenyon & Eckhardt, 
New York, in an executive capa- 


city. 


Mentholated, Long 
Cigarets to Gain, 
Hartnett Predicts 


LovuIsviLLeE—Prediction that 
sales of mentholated brands of cig- 
arets will increase more than the 
increase in all cigarets in 1950 was 
made by T. V. Hartnett, president 
of the Brown & Williamson Tobac- 
co Corp. 

Mr. Hartnett in an article in the 
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It’s the most logical, the most economical coverage you can get on the Pacific Coast. You buy 
only what you need, and you get what you buy every time. 


That’s why only Don Lee regularly broadcasts as many—or more—regionally sponsored 
programs as the other three networks combined. 


Don Lee Stations on Parade: KCOK—TULARE-VISALIA, CALIFORNIA 


The only network station in the area, KCOK-operating with 1,000 watts at 1270—includes the populated area of 
Tulare County and all of Kings County within its 0.5 MV contour. The 1949 S-M Survey of Buying Power gives the 
following important facts concerning this two-county market: Population 214,500; retail sales $186,020,000. A lot of 
potential buyers with a lot of money to spend for advertised products! And remember, KCOK is only one of the 45 
Don Lee stations that dominate the Pacific Coast by giving local coverage from within all of the important markets 
—where the people live, where they spend their money. 


The Nation’s Greatest Regional Network 


_ BROADCASTING SYSTEM 
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Louisville Courier-Journal also 
said that the trend toward king- 
size cigarets will increase in 1950. 

Total production of cigarets for 
domestic consumption in the 
United States for 1949 was ap- 
proximately 352,500,000,000, ex- 
ceeding the 348,730,092,913 pro- 
duced in 1948 by something over 
1%, Mr. Hartnett estimates. 

The best forecast is that 1950 
cigaret production will at least 
equal 1949’s, he said. 


Zenith Promotes Paul Smith 


Paul B. H. Smith has been named 
vice-president and director of Ze- 
nith Radio Corp. of Canada, Wind- 
sor, Ont., subsidiary of Zenith Ra- 
dio Corp., Chicago. He also will 
continue as general sales manager 
of Zenith’s hearing aid division, 
with headquarters in Chicago. 


To Reincke, Meyer & Finn 


Reincke, Meyer & Finn, Chicago, 
has been retained to handle the 
advertising of Sterling Insurance 
Co., Chicago. Newspapers, maga- 
zines, trade publications and ra- 
dio will be used. 


We said it 
20 years ago— 


in the first issue of 


Advertising Age 
“Good luck boys— 


To Advertising Age, 
and G. D. Crain per- 
sonally, we wish a 
happy and prosperous 
career of shoeing the 
shoe-maker’s children. 


We’re starting out our 
fourth year with 50% 
more advertising than 
1929 already in the 
bag, so naturally we 
think advertising 
agents are a pretty 
good bunch of smart 
fellows. Since your 
paper’s for them, the 
next move is up to 
you.” 


— And we're repeat- 
ing our good wishes 
for the next 20 years. 


FOR DETAILED 
REFERENCE DATA 


INDUSTRIA MARKETING 'S 
Industrial 

Market Data 
Book NuMBER 


Golfdom 


The Business Journal of Golf 
407 So. Dearborn St. 
Chicago 5, Ill. 
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Industrial Companies’ Use of Films 
Overseas Studied by McGraw Papers 


oe 


New YorK—A survey into the 
use of industrial films abroad, 
made by Ingenieria Internacional 
Industria and Ingenieria Interna- 
cional Construccion, published by 
the McGraw-Hill International 
Corp., reveals that 76% of all com- 
panies participating in the survey 
have new films in production, are 
contemplating new films, or are 
adapting domestic films for for- 
eign market promotion. 

While the industrial film is ac- 
cepted as a potent selling medium 
in the United States, Lloyd J. 
Hughlett, editor of the two pub- 
lications, says only a few com- 
panies, relatively, use films ex- 
tensively in the foreign field. Most 
companies admit their inexperi- 
ence in handiing this promotional 
medium outside of the United 
States, he reports. 


ws Of the 166 companies replying 
to the 300 questionnaires sent to 
manufacturers of construction and 
heavy industrial equipment, 82 re- 
plied that they have films avail- 
able for showing abroad. A major- 
ity of these 82 companies have had 
experience in releasing films 
through representatives who either 
own or are able to borrow projec- 
tion and sound equipment. 

The survey indicates that it is 
the general practice of companies 
to supply films to foreign repre- 
sentatives upon their request. The 
method of supplying prints to rep- 
resentatives or distributors varies. 
In 46% of the cases, films were 
supplied at actual cost of the print. 
In almost as many instances, the 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


film was provided to distributors 
at a reduced rate, usually about 
one-half the cost of the print. 
Rarely is the film supplied gratu- 
itously. 


s For industrial companies wish- 
ing to extend the use of their films 
abroad, Mr. Hughlett suggests: 

1. That films in the field of pub- 
lic relations, industrial processes, 
training or education may employ 
the facilities of the Department of 
State, if they conform to the min- 
imum specifications of the de- 
partment’s program of interna- 
tional information. 

2. That some film producer 
should be encouraged to undertake 
a specialized service of adapting 
sound tracks of films; if handled 
in sufficient volume, translation 
and recording expenses could be 
reduced sufficiently to bring this 
adaptation within the budget of 
many export departments. 


es 3. Manufacturers should meet 
with representatives of several 
groups, such as the American Road 
Builders Association, International 
Road Federation, Construction In- 
dustries Association and Engineer- 
ing Joint Council, and work out a 
practical program and channels for 
distribution of films abroad. 

4. Manufacturers with similar 
interests abroad can cooperate in 
the production of several or a 
series of films to promote the de- 
velopment of markets in their 


field, the intelligent use of the in-|° 


dustry’s equipment, promotion of 
U.S. manufacturers, engineering, 
etc. 


Appoints Bryce Spruill 


Bryce Spruill, formerly vice- 
president and account executive of 
N. A: Winter Advertising Agency, 
Des Moines, has been appointed an 
account executive of the Portland, 
Ore., office of Botsford, Constan- 
tine & Gardner. 
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The Elks market | 


MEN’S 


APPAREL 


In The Elks Magazine, you reach 

over 970,000 men to whom good grooming 
is both desirable and necessary. 

For 51.9% of Elks are business owners 

.. . 46.1% are administrative and 
operating executives ... 11.6% 


are professional men. 


With a median annual combined family 
income of $5,472.33, Elks are financially 
able to buy the best in men's apparel. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE: 


NEW YORK + CHICAGO ~- DETROIT + LOS ANGELES 


Se ee ek ee ee So ine 


The St. Louis Adclub’s plans for the 14th annual Gridiron dinner 
are getting under way with the appointment of Robert Lee Johnson, of 
Johnson Inc., as chairman of the event, which is scheduled for Feb. 23 
at the Hotel Jefferson. Dave Fleisher, Commercial Letter Inc., is serving 
as treasurer and Al Maescher Jr., of Oakleigh R. French & Associates, 
as secretary... 

It’s another boost for Joseph E. Cartledge, who was appointed sales 
manager not long ago at Pontiac Outdoor Advertising Co., Detroit. He 
was made a member of the board at the recent stockholders’ meeting. . . 
The board of governors of the American Glassware Association elected 
Carl Gustkey, pres. of Imperial Glass Corp., Bellaire, O., as chairman 
at its Pittsburgh meeting. . . 

Sam Riklin, account executive of Pitluk Advertising Agency, San 
Antonio, has been elected president of the local chapter of the University 
of California Alumni Association. Mr. Riklin majored in advertising and 
public relations at the university. . . Richard Whiting, of Standard 
Advertising Agency, Seattle, heads public relations for the Seattle Sea- 
fair of 1950, a community festival to be held next August. . . 

Leith Abbott, northwestern mgr. of Foote, Cone & Belding in Portland, 
Ore., has been elected secretary of Portland’s University Club and a 
member of the board of directors of the Multnomah County chapter 
of the American Red Cross. . . William Tusher, formerly in the pub- 
licity department of ABC in Hollywood, now has a movie commentary, 
“William Tusher in Hollywood,” heard over the ABC Pacific network. . . 


FATHERS & SONS—Three generations of the family of Howard C. Story of Story, 

Brooks & Finley, newspaper representative, are shown at the annual Father and 

Son luncheon of the Poor Richard Club, Philadelphia, on Dec. 27. Left to right 

are Howard Jr., Howard Il, Poor Richard President James J. D. Spillan (in Indian 
headdress) and Grandfather Story. 


Wedding bells rang out Dec. 30 for Mae Elizabeth Rieser of Rieser- 
Guenther Inc., Cincinnati agency. The lucky man was George H. 
Strietmann of Strietmann Baking Co. . . A Portland, Ore., Adclub 
marriage was that of Kelly Snow, of Taylor & Co., and Carolyn Jacobs, 
of Pacific National Advertising Agency, on Dec. 26. . . Julian Berg, 
of the commercial dept. of WKNB, New Britain, Conn., was married 
in New York on Dec. 29 to Sondra Krieger of Brooklyn. . . 

J. B. Conley, general manager of Westinghouse Radio Stations Inc., 
Philadelphia, is back at his desk after an operation. He spent some 
time for recuperation in Miami Beach with his wife and daughter. . . 
Wayne C. Smith, publisher of the Record and Journal, Meriden, Conn., 
and his wife are on a vacation trip in the Middle East. They had arrived 
in Cairo, Egypt, on latest report. . . 

Lee Marshall, chairman, and Ray Stritzinger, president, of Continental 
Baking Co., became radio actors to portray their part of Continental’s 
story as told in “The Rising Wonder,” a full hour broadcast over 
CBS Dec. 30, marking the 25th anniversary of the baking company. . . 

F. Melville Greene, manager of the National Broadcasting Co.’s 
sales traffic division for the past two decades, has retired. Mr. Greene 
joined NBC in 1927 in the radio set service division, later transferred 
to the sales department, and in 1929 was appointed manager of the 
sales traffic division. During his 20 years as manager of that division 
he has ordered over 250,000 stations for NBC sponsors. . . 

Robert J. O’Connor, sports director of WOR-TV, is the proud 
father of a seven-pound boy, Robert John O’Connor Jr., born in 
Union Hospital, New York, Dec. 29. . . William Sheehan, radio an- 
nouncer with WDRC, Hartford, and Mrs. Sheehan now have a second 
daughter, Joanne. Mrs. Sheehan is the former Rosemary Mansworth, 
who, until her marriage, was secretary to WDRC’s program manager, 
Walter Haase. . . 

Sterling V. Couch, traffic manager of WDRC, will celebrate his 22nd 
anniversary with the station this month. .. And John Barrett of the 
Hartford Times’ nat’l ad department, is celebrating his 29th year with 
the newspaper, while Norman Johnson, circulation manager, is ob- 
serving his silver wedding anniversary. . . 

Coming along now are a succession of fund-raising campaigns. 
John L. Magro, v.p. in the Cincinnati office of Ruthrauff & Ryan, has 
accepted the chairmanship of the publicity committee for the local 
Red Cross drive. This is in addition to his jobs as secretary of the 
executive committee for the Cincinnati Summer Opera Association; 
chairman of the citizens committee for slum clearance and a trustee 
of the National Ballet Theater Foundation. .. Bernard Moore, program 
director of WKNB, New Britain, Conn., has been named co-chairman 
of the radio committee for the New Britain March of Dimes campaign. . . 

Erwin D. Canham, editor of the Christian Science Monitor, is national 
chairman of the newspaper committee for Brotherhood Week. Members 
of the committee include many well known newspaper names, including 
Gardner Cowles, Des Moines Register and Tribune; Mark Ethridge, 
Courier-Journal and Louisville Times; Roy Roberts, Kansas City Star; 
Palmer Hoyt, Denver Post, etc., etc. . . 
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Magazine Circulation 
Analyzed by ANA 
for 10-Year Period 


NEw YorK—The magazine steer. 
ing committee of the Associatioy 
of National Advertisers has just 
issued a “Magazine Circulation 
Analysis, 1937-1948,” a study coy. 
ering 45 consumer publications, | 
three “groups” and, for the first 
time, six farm journals. 

The study includes net paid ay. 
erage circulation of each magazine 
during the ten-year period coy. 
ered, and the portion of the tota] 
circulation credited to subscrip- 
tions, newsstand sales, boy sales, 
and bulk sales. 


Audit Bureau of Circulations 
provided the basic material of the | 
study, which describes the means _ 
by which magazines are sold to 
readers, and some of the consid- 
erations which may influence the 
relative worth to advertisers of the 
copies so distributed. 

Ben R. Donaldson, director of 
advertising, Ford Motor Co., was 
chairman of the ANA committee 
when the study was produced. Wil- 
liam A. Drisler, vice-president of 
Cannon Mills, is vice-chairman. 

Copies of the report are avail- 
able from ANA at $5 for a single 
copy, and $3 each for lots of 10 or 
more. 


GE Appoints David Davis 
Merchandising Coordinator 


David Davis 
has been named 
merchandising 
coordinator for 
radio and tele- 
vision receivers 
in the electronics 
department of 
General Electric 
Co., Syracuse, it 
was announced 
by Ernest H. Vo- 
gel, manager of 
marketing for the 
department. 

Mr. Davis was formerly cor- 
porate radio and television man- 
ager for all R. H. Macy’s stores. 


Watt Appoints Osburn A. M. 


Clyde A. Osburn, formerly in 
the advertising department of the 
Corn Belt Farm Dailies, has been 
named advertising manager of 
Hatchery & Feed, Watt Publishing 
Co., Mt. Morris, Ill. He succeeds 
Dale Kelley, who has been trans- 
ferred to the editorial department 
of Poultry Tribune, another Watt 
publication. 


Edwards Names Solomon A. M. 


Merl Solomon has been ap- 
pointed advertising manager of the 
Buffalo store of E. W. Edwards 
& Son, succeeding John W. Mc- 
Manus, who has been promoted 
to the new position of assistant 
general manager. Mr. Solomon has 
been assistant advertising mana- 
ger since 1946. 


David Davis 


Appoints Nicholas Craig 


Nicholas Craig, formerly sales 
manager of Pan American-Grace 
Airways, has been named director 
of hotel sales and advertising of 
Intercontinental Hotels Corp., New 
York, a worldwide hotel develop- 
ment and management corporation 
and a subsidiary of Pan American 
World Airways. 


Opens Cincinnati Office 


Rossotti Lithographing Co, 
North Bergen, N. J., has opened 
a Cincinnati sales office at 307 E. 
Fourth St. Stuart E. Langdoc, 
formerly vice-president in charge 
of sales and advertising of Blue 
Moon Foods Inc., Thorp, Wis., has 
been named territory sales repre- 
sentative. 


Darwin to Manage KCLF 


Chet Darwin has closed his ad- 
vertising agency in Phoenix to as- 
sume management of Station 
KCLF, Clifton, Ariz. The 250-watt 
station is expected to go on the 
air the early part of February and 
will be operated by Dwight Amuse- 
ment Enterprises Inc. 
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Most industrial publications give you a lot of factual 
information on their circulation . . . industries covered 
... plants reached... titles of subscribers, etc. ABC 
and CCA statements give you a further basis for analysis 
and comparison. This all helps you to select the publi- 
cations that will do the most effective job. But it often 
leaves unanswered the very important question— 


‘What happens after the magazine gets there?” 


How much attention does it get? Who are the readers 
and how much do they get out of it? 


Adequate circulation and good coverage of industry are 
certainly essential but the pay-off for you as an adver- 
tiser is the extent to which the magazine is read and used. 


One of the best ways to get these facts is a readership 
study conducted over your own customer and prospect 
lists. In this way you can learn which publications are 
being read by the men who are important to you, and 
your selection of media can be made on a sound basis. 


Studies of this type need not be elaborate or costly. 
Sometimes a double post card is sufficient. . . simply 
asking the men who receive it to list the publications 
which they read regularly and drop the return card in 
the mail. In other cases, you might wish to secure more 
detailed information. A short letter enclosing a ques- 
tionnaire and stamped return envelope can give you 
quite a complete picture: the standing of publications 
by geographical areas, by industries, by titles of readers, 


) by size of plant, etc. The returns on such surveys usually 


run between 20% and 40%. 


However, there are a few pitfalls to be avoided in 
making and analyzing readership studies: 


1 The results are valid only to the extent that the 
list surveyed accurately reflects the markets and 
men who are important to you. If, for example, 
your list is “top heavy” with engineering titles, it 
can be expected that engineering publications will 
make a proportionately better showing than 
other magazines. The same thing is true if the 
list is concentrated in one industry or one geo- 
graphical section. 


2 Only publications in the same field should be 
compared. 


3 It is better not to list names of magazines in the 
questionnaire. This tends to narrow the gap between 
well read and seldom read publications by remind- 
ing the respondent of weaker magazines which he 
might otherwise have ignored. 


4 The inquiry type papers and buying guides seldom 
make good showings in readership studies. They 
should be judged on their inquiry producing 


performance. 


S Remember that publication readership changes. 
The survey made several years ago may not reflect 
today’s readership. 


Numerous surveys have been made by independent 
companies and some of these are available for study 
if you would like to see them. But there is nothing 
quite so satisfactory as your own readership survey, 
controlled entirely by you, directed to the companies 


and men that you want to sell. 
PUBLISHING 


—_ PENTON COMPANY 
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| Hunt Foods Plans 
Largest Ad Drive; 


Is Testing Radio 


Los ANGELEs—In 1950 Hunt 


Foods Inc. will have the largest 
_ advertising budget in its history to 
_ promote the Hunt red label and 


the slogan “Hunt for the Best,” 
Frank Oxarart, director of adver- 


' tising and merchandising, has an- 


nounced. 

Included in opening campaign 
plans are schedules in magazines 
and trade papers. Radio or TV or 
both may be used nationally, with 
the company now studying pro- 
grams for audience acceptance and 


AEST WARES | 


7ée AMERICAN LABEL CO. 


suitability. Match books with 
recipes printed on the inside cover 
will again be used extensively. 

The extremely successful dollar 
sale promotion (AA, Aug. 8, 1949), 
which has been tested extensively 
in the West during the past six 
months, will be staged nationally 
this year. 


= Present plans call for full-color 
pages in Life, full-color half-pages 
in Ladies’ Home Journal and Mc- 
Call’s, full-color two-thirds pages 
in Good Housekeeping, and b&w 
pages in Ebony. Ads will feature 
recipes and photos. The schedule 
will be such that at least one ad 
will appear in one magazine every 
week of the year. 

Single and double-page two- 
color spreads will run in Chain 
Store Age, Food Topics, National 
Grocers’ Bulletin, Progressive Gro- 
cer and Super Market Merchan- 
dising. 

Four-color pages will run in The 
American Weekly, This Week 
Magazine and Parade. Currently, 


Hunt is a participant in the “Chef 
Milani Show” on KECA-TV and 
KMPC, Los Angeles stations, which 
is part of the tests being made to 
determine what type of program 
will do the best job for Hunt. Other 
Hollywood and New York pro- 


grams are being checked, with the]! 


possibility radio or television will 
be used extensively before the end 
of the year. 

Young & Rubicam is the agency. 


Pearson Appoints Rohrs 


John P. Rohrs, formerly pro- 
motion director of Belknap & 
Thompson, Chicago, has been 
named an account executive on 
the Chicago staff of John E. Pear- 
son Co., radio-TV station repre- 
sentative. The company recently 
moved to new offices at 333 N. 
Michigan Ave. 


Appoints Sackheim Agency 


Richards Morgenthau Inc. has 
named Ben Sackheim Inc., New 
York, to direct the advertising of 
Russel Wright “American Modern” 
dinnerware. 
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e THE word “communications” 
once was restricted principally to 
the telephone company and the tel- 
egraph services. Today its base has 
been broadened to include com- 
munications between employer and 
employe, and between industry 
and public. Communications de- 
vices are the media which industry 
is using in greater number than 
ever before to make itself known 
and understood. The elections that 
loom grimly in 1950 and 1952 
should be spurs enough. 

Business management has never 
been pushed harder to create a 
better working relationship with 
employes. These pressures em- 
phasize the usefulness of the em- 
ploye publication, the informa- 


IT'S EASY WITH 


THE RIGHT COMBINATION! 


Here's a “jam-good" combination for 
covering the billion and one-half dol- 
lar Memphis Market, Use BOTH 
Memphis newspapers. By taking ad- 
vantage of the combined daily cir- 
culation of 313,257* at an optional 


combination rate savings of 13c per 
line, the advertiser will find sweet 
profits within his reach. In Memphis 
and the Memphis Market, IT'S EASY 
WITH THE RIGHT COMBINATION. 
*ABC Publishers’ Statement, 9-30-49 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Scripps-Howard Newspapers 


eo 


Employe Communications 


How to Win Friends Among Your Workers 


By RoBert NEWCOMB and MARGE SAMMONS 


tional manual or handbook, the an. © 
nual report for employes, the shop © 


bulletin board, plant open house, 


- 


the management letters to employe © 


and supervisor, the group meet- 
ing and other contrivances. 

They are all aimed at building 
a greater appreciation of industry 
in the pattern of our American 
economy. They are the common 
property, and should be the basic 
concern of any and all depart. 
ments—advertising, public rela- 
tions and personnel. 


s The new year is here, and res- 
olutions are still in the air. This 
may be a proper time to suggest 
some resolutions in the interest of 
good employer-employe communi- 
cation: 

1. Be sincere. You can’t make 
white out of black. 

2. Be simple and unaffected in 
your language. 

3. Don’t overglorify the com- 


pany. 

4. Select competent personnel to 
handle your program. 

5. Make your communications a 
top level supervisory responsibility. 

6. Don’t ignore unsavory situ- 
ations your employes already know 
exist. If you’ve had a strike, or a 
shutdown, don’t duck a mention of 
it. 

7. Investigate all devices of com- 
munication, and use all that can 
help. 

8. Establish your needs first, 
then establish your budget—not 
the other way around. 

9. Check constantly on your 
communications’ effectiveness. 

10. Never let your communica- 
tions program slow down. 


= All are important, but No. 5 is 
most important: Make your com- 
munications a top level supervis- 
ory responsibility. 

After all, the decision to im- 
prove the relationships between 
employer and employe rests with 
top management. It doesn’t rest 
with advertising managers, or pub- 
lic relations directors, or the edi- 
tors of company journals. It cer- 
tainly doesn’t rest with the unions. 

But this very fact imposes a 
greater obligation upon advertising 
and public relations men than, up 
to now, many have realized. The 
best page of advertising ever writ- 
ten, the greatest public relations 
stratagem ever conceived—these 
are of little value if the company 
for whom these miracles were per- 
formed can’t get the product out 
of the plant because of labor 
trouble. 


Jason to DuFine-Kaufman 

DuFine-Kaufman Inc., New 
York, has been apointed to direct 
the advertising and public rela- 
tions of Jason Corp., Hoboken, N. 
J., manufacturer of Sealtuft, the 
stitchless quilted plastic. Trade 
publication advertising in the 
automotive, upholstery and furni- 
ture fields will be used, followed 
by a national consumer magazine 
campaign. 


Rath Packing Boosts Cords 
Robert D. Cords has been named 


manager of advertising and sales — 


promotion of Rath Packing Co., 
Waterloo, Ia., succeeding Byron G. 
Benson, who has resigned to be- 
come president of Yeastex Co. 
Waterloo, manufacturer of feed 


and minerals for livestock. Mr. | 


Cords was formerly assistant to 
Mr. Benson. 


Industrial Exhibit Set 

The second Pittsburgh Industrial 
Advertising Exposition will be held 
Feb. 2-3 at the Hotel Roosevelt 
under the sponsorship of the Pitts- 
burgh chapter, National Industrial 
Advertisers Association. 
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TELETYPE TO.. ALL TIME BRANCH MAWAGERS 
FROM. HARRY PHILLIPS TINE 


FINAL RESULTS OW BIG EXECUTIVE SURVEY JUST TABULATED. 41.9 PERCENT OF 
36,020 KEY MEN IN BUSINESS AND INDUSTRY SURVEYED READ TIME REGULARLY. 
TIME IS FIRST CHOICE MAGAZINE OF THESE MOST IMPORTANT EXECUTIVES. 


SUMMARY... 

WHO RECEIVED QUESTIONNAIRES.. 
$6,020 EXECUTIVES IM BUSINESS AND INDUSTRY. LISTS WERE 
SUPPLIED EITHER BY THE SALESMEW OF 60 COMPANIES WHO COOPERATED 
WITH TIME IN MAKING THIS SURVEY OR BY TWE ADVERTISING MANAGERS 
OF THE COMPANIES. EACH SALESMAN SUBMITTED 50 NAMES TO HIS 
SALES MANAGER WHO COMBINED LISTS AND FORWARDED THEM TO TIME. 
SALESMEN WERE ASKED TO SUBMIT 


"THE NAMES OF 25 MEN ON WHOM YOU CALL REGULARLY 
AND WHO GIVE YOU BUSINESS OR, IM THE CASE OF 
PROSPECTS, CAN GIVE YOU BUSINESS, AND... 


THE NAMES OF 25 MEN IN HICGHER-UP POSITIONS 
/PERHAPS, PRESIDENTS, GENERAL MANAGERS, ETC./ 
WHO HAVE AN IMPORTANT SAY IN THEIR COMPANY,S 
BUYING BUT WHO USUALLY DO NOT SEE SALESMEN.” 


ADVERTISI@G MANAGERS WHO SUBMITTED LISTS COMPILED THEM THROUGH 
RANDOM SELECTION OF WAMES FROM LISTS OF CUSTOMERS AND PROSPECTS. 


HOW THE SURVEY WAS MADE.. 
36,020 POSTCARD QUESTIONNAIRES MAILED UNDER COVERING LETTER 
FROM ERDOS & MORGAN, INDEPENDENT RESEARCH ORGANIZATION, ON 
OCTOBER 13TH AND OCTOBER 31ST. 

QUESTION NO.1 <= 
“WHAT MAGAZINES /ALL KINDS/ DO YOU READ REGULARLY./* 


QUESTION NO.2 == 
“WHAT ARE YOUR FIRST AND SECOND CHOICE MAGAZINES./® 


REPLIES «++ 9,868 / 27.4% PERCENT/ 
ALL TABULATIONS BY ERDOS & MORGAN. 
RESULTS .. 
“WHAT MAGAZIWES /ALL KINDS/ DO YOU READ REGULARLY./ 
NO. OF PERCENT OF 
MENTIONS 9868 REPLIES 
LIFE 3370 54.4 
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U. Se NEWS 


WATION,S BUSINESS 


BETTER HOMES & GARDENS 


WEW YORKER 


U. S. NEWS 
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WATIONAL GEOGRAPHIC 


WEW YORKER 
WATION,S BUSINESS 


BETTER HOMES & GARDENS 
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4138 
1865 
1775 
1650 
1437 
1094 
954 
696 
666 
616 


492 


397 
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2014 
1476 
iy91 
567 
a67 
357 
346 
194 
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89 
87 
76 
65 
57 
53 
39 
35 
32 


42.8 
41.9 
18.9 
18.0 
16.7 
14.6 
11.1 
9.7 
Tel 
6.7 
6.2 
6.0 
5.6 
5.1 
3.0 
4.0 


WHAT ARE YOUR FIRST AND SECOND CHOICE MAGAZINES./* 
FIRST CHOICE 
MENTIONS 


SECOND CHOICE 
MENTIONS 


57 


MORE THAN 200 OTHER MAGAZINES WERE MENTIONED. 


COMPANIES WHOSE SALESMEN OR ADVERTISING MANAGERS FURNISHED LISTS OF 
CUSTOMERS AND PROSPECTS.. 
ACME STEEL CO. 


Ae Se ALOE CO. BONNEY FORCE & TOOL CO: 
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AMERICAN BLOWER co. 
AMERICAN BRASS CO. 

AMPCO METAL INC. 

ANACONDA WIRE & CABLE 

E. Ce ATKINS & CO. 
AUTOCAR CO. 

BANK BUILDING & EQUIP. coRP. 
BASSICK CO. 

EDISON, THOS. A., INC. 
FIRST NATIONAL BANK OF 

ST. LourIs 
FRISCO RR /ST. LOUIS 
SAN FRANCISCO RR/ 

FRUEHAUF TRAILER CO. 
GARDNER ADVERTISING CO. 
GLOBE HOIST Co. 

GOODRICH, B F CHEMICAL Co. 
GUTH, EDWIN F., CO. 
HARNISCHFEGER CORP. 

INLAND STEEL CO. 

ISELIN, WH., CO. 

JENKINS BROS. 
JONNSON. BRONZE Co. 

LIBERTY MUTUAL INSURANCE CO. 
LUFKIN RULE CO. 
LYON METAL PRODUCTS CO. 


MANNING ,MAXWELL &MOORE, INC. 
MASLAND DURALEATHER CO~ 
MISSOURI@KANSAS“TEXAS RR 
MONSANTO CHEMICAL CO. = 
ORGANIC & PHOSPHATE DIV. 


CARBOLOY CO. 

CARWEGIE ILLINOIS STEEL CorP. 

CECO STEEL PRODUCTS CORP. 

COMMERCIAL SOLVENTS CORP. 

COPPUS ENGINEERING CO. 

DIEBOLD INC. 

DREXEL FURNITURE CO. 

DU PONT PLASTICS 

MORTON CO, 

PARKER RUST PROOF CO. 

RAYTHEON MFG. CO. 

ROEBLING,S, JOHN A., SONS CO. 

SHEPPARD, Re He CO. 

SIMONDS, SAW & STEEL 

STANDARD REGISTER CO. 

TOMLINSON FURNITURE 

TORRINGTON CO. 

TOWMOTOR CORP. 

TURNER CONSTRUCTION CO. 

VEEDER“ROOT INC. 

VICKERS ELECTRIC 

VICTOR ADDING MACHINE CO. 

WEAR-EVER HOTEL & 
INSTITUTIONAL 

WEST DISINFECTING CO. 

WILSON PRODUCTS IWC. 

YALE & TOWNE HARDWARE 

YALE & TOWNE MFG. CO. 

NEW DEPARTURE DIV. /CENERAL 
MOTORS/ 


RESEARCH REPORT IN MORE DETAIL WILL FOLLOW SHORTLY- 
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Sunday Magazines 
on Lees Schedule 


as Budget Grows 


New YorKkK—James Lees & Sons, 
carpet manufacturer, has boosted 
its advertising budget for 1950 to 
increase its schedule in Sunday 
magazines. 


CUT RLSING COSTS IN 


ADVERTISING PRODUCTION 


Sie CRAFIINT 


DOUBLETONE 


Drawing Papers 
with the hidden shading screens . . . Tints 
that ore instantly “brought up” with the 
pplication of developers. Finished art con 
have two tones of gray plus black and white 
and still reproduce as straight line work. 


WRITE TODAY for pattern chart and infor- 
mation. Available at your dealer or direct. 


THE CRAFTINT MFG. COMPANY 
“a 1615 Collamer Ave., Cleveland 10, Ohio Dy, 


The same “floating carpet” 
theme used last year will be con- 
tinued. Advertising for Sunday 
magazines is slated for full-color 
treatment. 

Lees dealers in key cities will 
be given an opportunity to tie in 
with the national campaign. 

This Week Magazine, Metropoli- 
tan Group, locally-edited groups, 
and independents are on the sched- 
ule. The newspaper line-up in- 
cludes 46 papers. 

Magazines for Lees’ 1950 cam- 
paign include American Home, 
Better Homes & Gardens, House 
Beautiful, House & Garden, The 
Saturday Evening Post and Sun- 
set. 

D’Arcy Advertising Co. is han- 
dling the account. 


To Wilson, Haight & Welch 


Wilson, Haight & Welch, Hart- 
ford, Conn., has been appointed to 
handle the advertising of Utica 
Drop Forge & Tool Corp., Utica, 
N. Y., manufacturer of pliers and 
adjustable wrenches. 


PRSA Unit Elects Barrett 


Joseph L. Barrett, public rela- 
tions consultant for the Advertis- 
ing Council, the U.S. Council of 
the International Chamber of Com- 
merce and the Committee for Eco- 
nomic Development, has been 
elected president of the New York 
chapter of the Public Relations 
Society of America. Merrick Jack- 
son, vice-president of Hill & 
Knowlton, and Caroline Hood, 
Rockefelier Center, have been 
named vice-presidents. 


Harms Promotes Hot Tea Week 


Harms Inc., New York, music 
publisher, is cooperating with the 
Tea Bureau to promote National 
Hot Tea Week, Jan. 23-29, by fea- 
turing the song “Tea for Two” on 
a number of radio programs in- 
cluding the Bob Hope, Fred War- 
ing and Gene Kruppa shows and 
a number of disc jockey spots. 


Underwood Appoints Greis 


Fred A. Greis, with Underwood 
Corp. since 1915, has been ap- 
pointed manager of the company’s 
New York district. 


Advertising Age, January 16, 1950 


Kroehler Introdaces Mass-Produced, 
Sectionally Fabricated Furniture 


Cuicaco—Furniture manufac- 
turing may shift to assembly line 
production techniques as a result 
of “revolutionary” wood and steel 
frame furniture introduced at the 
annual winter furniture market 
here last week. 

Both Kroehler Mfg. Co., Naper- 
ville, Ill., and the National Furni- 
ture Mfg. Co., Evansville, Ind., in- 
troduced the new type wood and 
steel construction as the market 
opened. 

Unlike the all-steel furniture 
which has been tried periodically 
with varying degrees of success for 
two or three decades, the new de- 
velopment is here to stay. At least 
Kroehler, the world’s largest furni- 
ture manufacturer, is gambling its 
future on that belief. 


a The company already has spent 
about $300,000 converting part of 


The second step that leads to sales... 


They saw your ad and liked what it said. 


They’re sold on your product and want 


to buy. Now they’re ready for the second 
step ... to find out WHERE to buy it. 


9 out of 10 shoppers refer to the ‘yellow 


pages’ of the telephone directory for buy- 


ing information. You make buying easy 


for them if you provide a list of your 


' FOR FURTHER INFORMATION, 


ne 


Rete 
ria 


dealers to choose from, And you do just 


that when you use Trade Mark Service... 


display your trade-mark or brand name 


over a list of your dealers in the ‘yellow 


pages.’ 


Isn’t it a good idea to help your pros- 


pects take the steps that lead right to 


your dealers? 


Amepicac guvING GUIDE FOR OVER 60 Yeap. 


THE LATEST ISSUE OF STANDARD RATE AND DATA 


=) CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE OR SEE 


its Naperville plant to assembly 
line, mass production techniques, 
By fall, this year, Kroehler wil] 
have spent close to $1,000,000 in 
converting its remaining nine 


plants to produce the new furni- © 


ture, and its entire output wil] | 


be devoted to the composite stee] 
and wood, sectional 
technique. 

The new furniture eliminates 
webbing, all loose filling material, 
and the twine which has been 
used to tie springs together. Each 
spring is held in place by non- 
sagging steel support rods at the 
bottom and flexible wire lacing at 
the top. 

National’s new sofas use steel 
and wood construction, foam rub- 
ber and plastic: covering fabric. 


s According to Delmar Kroehler, 
president of Kroehler Mfg. Co., the 
new construction technique offers 
a number of advantages: 

1. Production is shifted from a 
hand assembly to mechanical ba- 
sis, using jigs, dies, forms and 
templates. 

2. The methods are easily adapt- 
able to different designs, and at 
much lower costs. 

3. “Without question,” he said, 
“the new process offers opportuni- 
ties for cost reductions.” At pres- 
ent, however, the new furniture is 
being sold at the same price as 
furniture produced by standard 
techniques. 


s Kroehler may get into television 
to tell the story of its product. 
Mr. Kroehler said that national 
advertising will not break until 
conversion in all plants is com- 
plete. 

Magazine advertising will be 
used, as in the past. Henri, Hurst 
& McDonald is the agency. 

He said that his company be- 
lieves that furniture manufactur- 
ing “has reached a peak of efficien- 
cy with the old methods” and that 
“it took something like this to open 
new frontiers.” He added that 
there now are possibilities for us- 
ing new types of merchandising, 
sales promotion and advertising 
programs as a result of the de- 
velopment. 


Kelvinator Promotes Coward; 
Bonning Takes Ad Duties 


Charles J. Coward, director of 
advertising and sales promotion of 
the Kelvinator division of Nash- 
Kelvinator Corp., Detroit, has been 
named merchandising manager of 
the division. J. C. Bonning has 
been appointed advertising and 
sales promotion manager. 


Subsidiaries Merged 


Air Reduction Co., New York, on 
Jan. 1 eliminated all of its wholly 
owned domestic subsidiaries and 
incorporated them as divisions of 
the company. The new divisions 
will operate in the same manner 
and with the same organizations 
as the subsidiaries they succeed. 


Y&T Appoints R. F. Miller 


R. F. Miller has been appointed 
assistant manager of the sales pro- 
motion and advertising department 
of the Philadelphia division of 
Yale & Towne Mfg. Co. He has 
been with the company since 1945. 
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Cooper Named Ad Director 


James Cooper, formerly pro- 
duction manager in the advertising 
department of Goldblatt Bros., has 
been appointed advertising direc- 
tor of Harvey Inc., Chicago, lumber 
and building materials. 


Gets Travel Service Account 


I & D Travel Service of Van- 
couver, B. C., has appointed 
O’Brien Advertising, Vancouver, to 
handle its advertising. Direct mail 
and newspapers will be used. 


Wheelock Names Harrison 


Jerome B. Harrison, formerly 
a vice-president of Chas. Dallas 
Reach Co., New York, has been 
appointed an account executive 
of Ward Wheelock Co., New York. 


COVERS OAKLAND, 
CALIFORMIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
0., Inc. 


KLX 


Beltone Will Boost 
1950 Advertising 
Budget About 50% 


Cuicaco—Beltone Hearing Aid 
Co. will boost its 1950 advertising 
budget approximately 50%, ac- 
cording to David Barnow, general 
sales manager of Beltone. 

Speaking at the first Beltone 
distributors convention at the La 
Salle Hotel here last week, he out- 
lined plans for using more than 160 
consumer magazines, with copy 
ranging from 75 lines to full-color 
covers. 

Total budget for the coming year, 
including cooperative newspaper 
advertising in markets served by 
the company’s 200 distributors, will 
be more than $1,250,000. 

The Beltone company’s 1949 
campaign, up almost 50% from 
the 1948 appropriation, produced 
98% more inquiries than the °48 
drive, according to Mr. Barnow. 

All of the copy next year will 
be keyed to produce inquiries— 


a continuation of the policy which 
the company has followed for the 
past several years. 

Radio spot announcements will 
be scheduled on approximately 40 
stations, and the company, through 
Ruthrauff & Ryan, is preparing 
television commercials featuring its 
new Melody model hearing aid, 
introduced at the distributor meet- 
ing. 


Burkhardt Joins Scott 


Charles Burkhardt, formerly 
with the Perfex Corp., Milwaukee, 
and the Walter Hervey Junior Col- 
lege, has been appointed heating 
editor of Plumbing and Heating 
Journal, Plumbing and Heating 
Wholesaler, and Sheet Metal Work- 
er, published by Edwin A. Scott 
Publishing Co., New York. 


Importer Names Grady Co. 


A. J. Van Dugteren & Sons, New 
York, importer and distributor of 
Leerdam and Lobmeyr crystal, has 
appointed Robert B. Grady Co., 
New York, to handle advertising in 
magazines. The account previously 
was placed direct. 
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Year after year America's leading merchandisers rely on Artkraft* Signs because they assure greater value. Mass production 


thad lled 


and 


manufacturing facilities make possible the world's finest signs at moderate cost. 


Anthraft’ outdoor NEON DEALER SIGNS 


999/1000 perfect**, they're built to last—continue to work for you years after they've paid for themselves. Actual audited 
research proves that they make your advertising 5 times as effective and increase sales 14.6%! 


” PORCEL-M-BOS’D STORE FRONT SIGNS 


Look better—Stay cleaner—Eliminate upkeep—tast a lifetime. The letters are embossed right out of the steel background 
and finished in everlasting porcelain. Peel-, fade- and crack-proof. 


Let our planning department create for you, 


without obligation, a sign program that will 
work. Our design and engineering depart- 
ments will create for you a sign to fit your 
requirements. 


QUALITY PRODUCTS 
FOR OVER A 
QUARTER CENTURY 


* Trademark Reg. U. S. Pat. Off. 
** Proved by actual audited research 
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LON * sDivision of Artkraft* 
1133 E. KIBBY ST. 


Please send, without obligation, details on Artkraft* Signs. 
’ (1) We are interested in a quantity of outdoor neon dealer signs. 


(C] We are interested in 
signs. 


sign program. 


Name 


« Anthnaft* SIGN COMPANY 


Mbjidfacturing Corp. 
LIMA, OHIO 


a quantity of Porcel-M-Bos'd store front 


Firm 


Address. 


City & State. 
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| C) Please send instructions on how to set up a successful dealer 
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TYPED—Harry P. Herrfeldt, sales vice-president of Park & Tilford, New York, shows 
salesmen a full-page newspaper ad describing P&T brands of four leading types 
of American whiskies. 


New YorkK—The fourth annual 
examination for advertising will 
be held on Feb. 18 and 25 by the 
American Association of Advertis- 
ing Agencies in 24 cities, accord- 
ing to John E, Wiley, chairman of 
Fuller & Smith & Ross, who heads 
the Four A’s committee on exami- 
nations for advertising. 

Examinations will be held this 
year in six additional cities, Mr. 
Wiley said, and other cities in the 
West and Midwest may be added 
later. The six new cities include 
Tulsa, Oklahoma City, Houston, 
San Antonio, El Paso, and Jack- 
son, Miss. 

The Four A’s examinations are 
given annually to attract high- 
caliber young people to advertis- 
ing and to test them for specific 
kinds of work. The examinations 
include aptitude-temperament tests 
and tests of knowledge in copy- 
writing, radio and television pro- 
duction, mechanical production, 
etc. 


a It is estimated that about 900 
former candidates are now em- 
ployed in advertising, Mr. Wiley 
said. 

As in previous years, successful 
candidates will be furnished with 
records to use in demonstrating 
their abilities to employers, and 
they can also authorize the exami- 
nation committee to send highlights 
from their records to employers in 
the area where the examination is 
taken. 

Each of the candidates pays a 
$15 fee and spends six to 14 hours 
on the tests. The Four A’s con- 
tributes to the cost of administra- 
tion, and more than 300 agency 
people serve as volunteers to aid 
in writing, administering and 
judging the examination. 

Applications should be made this 
month to the local examination 
chairman in the city where the 
test is to be taken, or through the 
Four A’s at 420 Lexington Ave., 
New York 17. 

In addition to the cities listed 
above, examinations will be held 
at Boston, Chicago, Cincinnati, 
Cleveland, Dayton, Detroit, Los 
Angeles, Minneapolis, New York, 
Philadelphia, Pittsburgh, Portland, 
Ore., St. Louis, San Francisco, and 
Seattle. 


HICKERSON DESCRIBES 

AD JOB PROSPECTS 

ScRANTON, Pa.—International 
Textbook Co. has published a new 
book for International Correspond- 
ence Schools by J. Mel Hickerson, 


president, J. M. Hickerson Inc., 


Four A’s Exams to Be Held Feb. 18-25 


New York and Chicago agency, 
which deals with sources of jobs 
in advertising. 

Titled “Entering the Advertising 
Field,” Mr. Hickerson’s treatment 
is a concise, yet thorough, appraisal 
of opportunities in advertising for 
the beginner. He analyzes job op- 
portunities from the applicant’s po- 
tential as to personality, heritage, 
education and other basic factors 
in covering openings from sales 
positions to posts on the executive- 
creative level. 


Toledo Desk & Fixture 
Appoints Gerald Hulett 


Gerald Hulett has been ap- 
pointed director of sales and ad- 
vertising of the Beauty Queen line 
of bathroom and 
kitchen equip- 
ment of Toledo 
Desk & Fixture 
Co., Maumee, O. 
Prior to joining 
Toledo Desk, he 
was with Electro- 
master Inc. as 
vice-president in 
charge of sales. 

Mr. Hulett an- 
nounced that the 
company’s com- 
plete Beauty 
Queen line and the Lavanet, a new 
vanity lavatory, will be promoted 
through a trade publication and 
national publication advertising 
campaign starting at once. 


Audit Bureau Adds 
Twenty-Two New Members 


The Audit Bureau of Circula- 
tions has added the following to 
its membership: 

National advertisers: Canadian Brew- 
eries Ltd., Toronto; Colgate-Palmolive- 
Peet Co., Toronto; Drexel Furniture Co., 
Drexel, N. C.; James Lees & Sons Co., 
Bridgeport, Pa.; Procter & Gamble Co. 
of Canada, Toronto; Reynolds Metals 
Co., Louisville, and Salada Tea Co. of 
Canada, Toronto. Advertising agency: 
Harold F. Stanfield Ltd., Toronto. Mag- 
azines: Best Detective Group, New York; 
Family Circle, Newark; Movie Fan Mag- 


Gerald Hulett 


azine, New York; and Movie Teen, New 
York. Farm publication: Pacific Poultry- 
man, Palo Alto, Cal. Weekly newspapers: 
Canadian, Camrose, Alta.; Gazette-Com- 
moner, Colfax, Wash.; County News, 
Muskogee, Okla.; Telegram, Torrington, 
Wyo.; and Republican, Wapello, Ia. Daily 
newspapers: Daily Republican, Belvidere, 
Ill.; Daily Herald, Columbia, Tenn.; News, 
Pampa, Tex.; and Daily News and Week- 
ly News, Truro, N. S 


Kester Agency Names Knox 


Kester Advertising Agency, New 
York, has appointed David Knox, 
formerly with Ruthrauff & Ryan, 
as account executive and copy 
chief. 


‘Parents’ ’ Adds K. M. Cooper 
Parents’ Magazine has added 

Kenneth M. Cooper, formerly with 

Transfilm Inc., to its New York 


advertising sales staff. 
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Avery to Become 
‘Consultant’;CCA 
Seeks New Director 


New YorK—Frank L. Avery, for 
the past 18 years managing direc- 
tor of Controlled Circulation Audit, 
has been appointed to the newly 
created position of administrative 
consultant, and a new managing 
director is expected to be ap- 
pointed early next month. Mr. 
Avery, who has been in poor 
health recently, asked to be re- 
lieved of his present responsibili- 
ties. 

A committee to screen candidates 
for the position has been appointed 
py A. L. Davis, president of CCA 
and advertising manager of the 
Worthington Pump & Machinery 
Corp. It is composed of Robert G. 
Macbeth, advertising manager of 
The Fairbanks Co., chairman; Ru- 
fus Choate, president, Scott-Choate 
Publishing Co.; and George A. 
Frye, vice-president, James Thom- 
as Chirurg Co. 

Mr. Macbeth told AA that the 
committee plans to present the| 
names of candidates with recom- | 
mendations to the CCA board by| 
Feb. 1 if possible, and that it is! 
likely that a new managing direc- | 
tor will assume his duties not later 
than March 1. 

Controlled Circulation Audit was 
founded in October, 1931, to audit 
the circulation of controlled bus- | 
iness papers. Mr. Avery was one 
of its founders and has served con- 
tinuously as its managing director. 
CCA now has a membership of 499. | 


Tarzian Buys Out 
Bloomington Station | 


BLOOMINGTON, INpb.—Station 
WSAU here has gone off the air 
following its purchase by Sarkes 
Tarzian, who also owns this city’s 
radio Station WTTS and the new} 
TV Station WTTV. | 

Mr. Tarzian bought 1,000-watt | 
daytime WSAU from L. C. J. Yea-| 
ger, Gordon Ford and James C.| 
Warren, all of Louisville. The sta- | 
tion’s studios and advertising con- | 
tracts have been taken over by Mr. | 
Tarzian’s WTTS, a 1,000-watt sta-| 


tion which will soon increase its : 


power to 5,000 watts. 

Mr. Tarzian also heads Secteesl 
Tarzian Inc., a company manu- 
facturing radio parts here and in| 
Philadelphia and Hawthorne, N. J. | 
His video station here, which 
opened in November, is an af-| 
filiate of the DuMont, CBS and 
ABC networks. Bloomington, with 
a population of little more than 
20,000, reportedly is the smallest | 
city in the U. S. to have a TV sta-| 
tion. 


4 to Advertising Unlimited 


Advertising Unlimited, Denver, 
as been named to direct the ad- 
vertising of Western Solvents, 

ngmont, Colo., processor of Saf 
oil and Saf meal. A campaign will 
be launched in newspapers, farm 
papers and radio, featuring Saf 
meal. The agency also has been| 
appointed by Publix Cab. The 
Pueblo office of the agency has 
been named by K. D. Drug, Pueblo 
drug chain, and Arapahoe Grocers. | 


RCA Names Constance Hope | 


Constance Hope, former director 
of artists relations for the Red| 
Seal division of the RCA Victor| 
record department, has been named | 
general public relations consultant | 
to the Radio Corp. of America and 
Subsidiaries on musical activities. 
She also will serve as consultant 
to other commercial, industrial and 
musical organizations. 


WGN-TV Signs Cubs Games 


For the third consecutive year, 
WGN-TV, Chicago, has signed to 
carry all home games of the Chi- 
cago Cubs, at a reported cost of 
$30,000. Jack Brickhouse, sports 
service manager of the station, 
will voice the games. 


Buys Portland Weekly 

The Sun, Portland, Ore., week- 
ly which became a daily briefly 
during the local pressmen’s strike 
last year, has been sold by Con- 
solidated Press Inc. to John M. 
Richardson, one-time business ed- 
itor of the Portland Journal. It 
will be continued as a_ tabloid 
weekly. 


To Denman & Betteridge 

Denman & Betteridge Inc., De- 
troit, has been retained to handle 
advertising and public relations of 
Safway Steel Scaffolds Inc., De- 
troit. 


Stephany Heads New Unit 

Henry J. Stephany has been 
named sales manager of the new 
consumer products division of 
Geuder, Paeschke & Frey Co., Mil- 
waukee. 
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Takes Over Radio-TV Post KCSB Promotes Adams 

Monroe Mendelsohn, account ex-| David W. Adams has been pro- 
Kaufman & Associates,| moted from commercial manager 
has been named radio to general manager of KCSB, San 
Bernardino, Cal. 


Macon Papers to Branham 

The Branham Co. has been ap- 
pointed national advertising rep-| ecutive at 
resentative of the Telegram and/| Chicago, 
News, Macon, Ga. and TV director for the agency. 


Catalog your products in 
1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


Write for rates and closing dates 


The American School Publishing ——— 
470 Fourth Avenue, New York 16, N. 
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Dairy Group Plans 
Special Butter Ads 


Cuicaco—American Dairy Asso- 
ciation will use color pages in The 
American Weekly, Look and The 
Saturday Evening Post during Feb- 
ruary and March in a special but- 
ter promotion. 

Related food advertisers will tie 
in with the butter campaign 
through radio and TV commercials, 
magazine ads and newspaper in- 
sertions. 

Included are General Foods, 
Campbell Soup, Hormel Packing, 
Minnesota Valley Canning, Gen- 
eral Mills, Pillsbury Mills, Nestles, 
Dole, Quaker Oats, Ralston and 


others. 

The ADA also will use Railway 
Express truck posters. Campbell- 
Mithun is the agency. 


Helliwell to Mathisson 


Charles H. Helliwell, formerly 
vice-president of Richard H. Brady 
Co., and at one time sales and pro- 
motion manager of Rhea Mfg. Co., 
has been appointed radio and tele- 
vision director of Mathisson and 
Associates, Milwaukee advertising 
agency. 


Campbell Soup Names Stevens 


Henry M. Stevens, formerly with 
Lever Brothers Co., has joined 
Campbell Soup Co., Camden, N. J., 
where he devotes his time to spe- 
cial merchandising assignments. 


IRVING WOOLF & CO. 


repropuce with Photo Gelatin 
ONE TO FULL COLOR e ECONOMICAL e BEAUTIFUL 


CHICAGO: 35 S$. DEARBORN ST. 
LOS ANGELES: 6/69 LEXINGTON AVE 


S&S Adds Vice-Presidents 
Ralph R. Whittaker Jr., with 
Street & Smith since 1936, and 
Arthur P. Lawler, formerly with 
the law firm of Chadbourne, Wall- 
ace, Parke & Whiteside, have been 


named vice-presidents of the pub- 
lishing company. Richard V. Hola- 
han, formerly production mana- 
ger and then business manager of 
Fortune, has been named produc- 
tion manager of all Street & Smith 
publications. 


Buys ‘Magazine Digest 


St. John Publishing Co., New 
York, has purchased Magazine 
Digest, New York. Archer St. John, 
president of St. John Publishing 
Co., will succeed Murray Simmons 
as editor and publisher. The March 
issue will be the first issue under 
the new management. 


Many, Blanc Names Agency 


Many, Blanc & Co., Lawrence- 
burg, Ind., a Schenley affiliate, 
has named Associated Advertising 
Agency, Cincinnati, to direct the 
advertising of DuBouchett cor- 
dials and J. Bavet brandy. Full- 
color ads will run in magazines. 


in the 
SEATTLE POST-INTELLIGENCER 


155 houses 


out of a total of 182! 


The Seattle firm of Carroll, Hedlund and Associates recently 
offered for sale a new group of 182 low-cost houses in their 
Mountlake Terrace project. 


As is usual with those who want quick action, they turned to 
The Post-intelligencer, piacing two display advertisements in 
Sunday editions, with an invitation to visit the model home rep- 
resentative of the group. On the day the first ad appeared, 
5,500 people went through the home. The second ad pulled 
9,000 people in one day! And 155 houses out of the 182 offered 
were promptly sold! 


Here, indeed, is proof of results. There's high-sales-potential- 
per-customer in Post-intelligencer readership . . . business that 
you can't overlook! 


Ire Seale 
Post-Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


It's White House vs. Congress 
on Veterans’ Benefit Plans 

WaASHINGTON—Congress and the 
White House are squared off for 
a fight over benefits available to 
the nation’s 19,000,000 veterans. 
The House veterans committee is 
determined to vote them an at- 
tractive new pension plan; the 
White House says “No,” except 
possibly for men injured in line of 
duty. 

Veterans’ benefits take $6.1 bill- 
ion, about a seventh of the budget 
proposed for 1951. The President 
feels these programs should be 
confined to “special and unique 
needs arising directly from mili- 
tary service.” He says uninjured 
veterans should be willing to share 
the social security, health and edu- 
cation programs established for 
all citizens. 

A year ago, the President had 
indifferent success in opposing the 
vast veterans’ hospital construction 
program. This year he is deter- 
mined to curb the education and 
training programs which have 
boomed since the war. 

Though it is four years since 
the war’s end, requests for educa- 
tional assistance to veterans are 
running nearly a half million 
above the anticipated level, with 
noticeable expansion in schools be- 
low the college level. 

While the President doesn’t say 
it, there is a strong suspicion that 
the school program is serving as 
a refuge for unemployed ex-ser- 
vicemen. The President does say, 
however, that there is real doubt 
that a large number of the veterans 
in the below-college-level schools 
are being trained for occupations 
for which they are suited and in 
which they will be able to find 
jobs. 

ee ee 


International aid, defense, vet- 
erans and the national debt take 
71% of the 1951 budget. Of the 
$12.5 billion for domestic pro- 
grams, $7.9 billion are “to assist 
economic development in the cate- 
gories of housing and community 
development, agriculture, natural 
resources, transportation and com- 
munication, finance, commerce and 
industry, and labor.” According to 
the President, this $7.9 billion 
“constitutes a substantially lower 
percentage of the total national 
income than the corresponding 
percentage in 1939.” Typical pro- 
grams: For aviation services and 
facilities, $230,000,000; highway 
construction, $507,000,000; flood 
control, reclamation, power, $1.4 
billion; housing, $1.3 billion; con- 
servation of land and electrifica- 
tion of farms, $800,000,000. 


At least one other major mes- 
sage will hit Congress within a 
few days—if it isn’t already there 
by the time this issue of ADVER- 
TISING AGE is out. That’s the tax 
message. If it conforms to advance 
billing, it will provide some re- 
duction in wartime excise taxes, 
but the net impact will not be 
pleasant. The President wants to 
increase federal revenues, prob- 
ably through higher taxes on cor- 
porations. 

e e @ 


Former Senator James Mead has 
written his first opinion as a Fed- 
eral Trade Commissioner; it’s a 
blast at resale price maintenance. 
The case is a minor one involving 
a Hiram Walker distributor here, 
accused of enforcing uniform retail 
prices for Hiram Walker products 
handled by local liquor stores. Fair 
trading is not legal in the District 


By STANLEY E. COHEN, Washington Editor 


of Columbia, but it is legal for q 


distributor to recommend resale © 
prices. An FTC trial examiner said | 


the distributor appeared to be 


within his rights, but Mead—sup. © 


ported by his three colleagues—te. 
jected the recommendation. Mead 
said it is one thing to “recommend” 
a price, another to follow up with 
“aggressive policing efforts.” 


For those who like to key their 
advertising to national holidays 
and special observances, Com- 
merce Department has just issued 
a handy little booklet, “Special 
Days, Weeks and Months in 1950,” 
It lists 154 days, 124 weeks and 36 
other events which lend them- 
selves to special promoticn. It is 
available at Commerce field of- 
fices, or the Superintendent of 
Documents, Washington 25, D. C,, 
for 15¢. 


Don’t forget that the census 
taker will cover half the world, 
when he begins his rounds on April 
1, for nearly all the nations of 
North, South and Central America 
will set out together to inventory 
their population this year in the 
first “Census of the Americas” ever 
taken. Results are expected to eli- 
minate many of the social and eco- 
nomic “unknowns” which have 
hindered development of less ad- 
vanced areas. 


Tappan Stove Co. Promotes 
Three in Sales Capacities 


Tappan Stove Co., Mansfield, O., 
has named C. W. Bonar, formerly 
sales training director, as manager 
of its LP gas division. W. J. 
Daugherty, previously assistant to 
the promotion manager, has suc- 
ceeded Mr. Bonar as sales train- 
ing director. 

G. S. Condos, director of public 
relations, has been given an addi- 
tional assignment as assistant di- 
rector of merchandising. He will 
be responsible for supervising Tap- 
pan network radio programs and 
for distribution of film advertising. 


Gets Flower Show Account 


E. M. Freystadt Associates, New 
York, has been named by Interna- 
tional Flower Show Inc. to direct 
all the advertising for the 34th 
annual show to be held at Grand 
Central Palace, New York, March 
20-25. The event will be promoted 
in New York and _ surrounding 
areas through daily and weekly 
newspapers, local magazines and 
outdoor posters. 


DeVorn Names Neison V. P. 


M. L. Neison, formerly manager 
of exhibits and displays of United 
States Steel Corp., has been named 
vice-president of DeVorn Displays 
Corp., Cleveland, originator of the 
“No-Pak” exhibit. He will make 
his headquarters in the Triangle 
Bldg., Pittsburgh. 


Koskinen a Vice-President 


Y. A. Koskinen, account execu- 
tive of Richard T. Brandt Ince. 
Cleveland advertising agency, has 
been named vice-president of the 
agency. He was previously adver- 
tising manager of National Petro- 


leum News. 


If you have a sign problem, write us. 
United makes a wide range of printed, 
enameled, lighted and unlighted signs. 
Write for information. 


QUALITY METAL 


AND PLASTIC 


ADVERTISING SIGNS DIVISION. 


United Sound & Signal Co.. Inc. 


COLUMBIA, PENNSYIVANI/ 
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Business Papers 


Held Unlikely to 
Hike Rates Soon 


Goldman Analyzes Cost 
Problems; Publishers’ 
income Off in Late ‘49 


CuicacO—Very few increases 
can be expected in space rates of 
business papers in 1950, Morris 
Goldman of J. K. Lasser & Co., 
New York accounting and audit- 
ing organization, told publishers 
last week at a meeting of the Chi- 
cago Business Papers Association. 

Major indication of an absence 
of increases is the 4% drop in 
space sold by business papers in 
1949, he said. 

“Although this normally might 
be a serious condition for bus- 
iness paper publishers, their prof- 
its continued to be very satis- 
factory,” Mr. Goldman said. “The 
drop in space was more than off- 
set by a 6% increase in billings as 
space rate increases announced in 
late 1947 and in 1948 went into 
full effect in 1949.” 


s He warned that a close exami- 
nation of costs, particularly the 
ratio of operating costs to net prof- 
its, will be needed to keep profits 
good in the face of possible further 
drops in space sales, which would 
eventually cut revenue, too. 

He said that many publishers he 
has spoken to expect a 5% or 10% 
decline in dollar volume in 1950. 

“Profits were very good in the 
first half of 1949, but when the 
figures are in, they will show that 
second half profits were smaller,” 
he said. “Hardest hit were the 
small business papers of $100,000 
or less gross income, which went 
into the red in the first half of 
1949. 

“Although space rates in them- 
selves have increased substantial- 
ly, rates per unit of circulation 
have increased only 14% since 
1939. The trend upward, however, 
has ended. If business drops 20%, 
profits of the business paper will 
be wiped out unless proper de- 
fenses are set up.” 


s He summed up the cost picture, 
as based on a study of 91 paid 
publications, as follows: 

Mechanical costs: A slight down- 
ward trend in 1949 resulted partly 
from a tightening up of editorial 
and production economy and ef- 
ficiency. Actual reductions don’t 
show up in the cost figures because 
of increased rates for printing. 

Advertising costs: A major fac- 
tor in savings achieved in 1949 
was a lowering of salesmen’s com- 
mission rates. The trend continued 
toward the quota system of com- 
pensation rather than straight com- 
mission. 


® Editorial costs: Publications 
with $200,000 in annual billings re- 
duced their average cost per page 
to $71, a reduction of $3 below the 
cost in 1948. Most publications suf- 
fered a reduction in the ratio of 
paid space to editorial space. Pub- 
lications with gross income of more 
than $500,000 achieved a reduction 
in editorial costs compared with 
Income. Editorial costs were cut 
from 12.6% to 12% in the first 
six months of 1949 as compared 
with the first six months of 1948. 
Editorial corrections of printing 


KIX 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nations 
ally by Burn-Smith 
0., Inc. 


continue to offer a cost cutting 
area, Mr. Goldman said. Even 
though a publisher is not charged 
directly for corrections, he is not 
getting them for nothing and ul- 
timately he bears the costs. 


s Circulation costs: Circulation 
income and costs both are rising. 
For the first six months, income 
from circulation was 9.7% of total 
income in 1949, compared with 
8.8% in 1948. 

“By the nature of his operation, 


the business paper publisher can 
have no backlog of orders from 
which to get protection,” Mr. Gold- 
man said. “Volume can drop sharp- 
ly, but quality production must 
continue and his obligation to the 
reader is undiminished.” 

Some protection can come from 
continued, periodic comparison of 
unit costs and of rates per page 
and per 1,000 circulation—for cur- 
rent use rather than mere his- 
torical record, he said, adding: 

“For every dollar of income lost 


in a volume decline, the publisher 
saves 10¢ in salesmen’s commis- 
sions, 8¢ in paper costs and 9¢ in 
printing costs, for a 27¢ total. Thus 
he faces a loss of 73¢ for every 
dollar of decline unless he takes 
steps to reduce the figure.” 


Nuttle Gets Promotion 


Thomas J. Nuttle, who joined 
Allis-Chalmers Mfg. Co. in 1939, 
and recently has been assistant 
supervisor of personnel at the Nor- 
wood, O., works, has been named 
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supervisor of personnel, advertis- 
ing and public relations, succeed- 
ing E. F. Forest Jr., resigned. E. 
S. Boehme, with the company since 
1936, has been named assistant to 
Mr. Nuttle. 


DeSoto Cars on TV, Too 


DeSoto Division of Chrysler 
Corp. is airing one-minute an- 
nouncements and chainbreaks on 
TV stations in 53 markets to pro- 
mote its new models. Batten, Bar- 
ton, Durstine & Osborn is the agen- 
cy. 


Caterpillar Tractor Co. 
cul down printing costs.... 


by switehing to lower cost, high fildity 


Concoliclatea YNAMEL PAPERS 


@ Printing 28,000 copiesevery two weeks of an out- 
standing employee magazine like ‘“‘Caterpillar’s”’ 
NEWS AND VIEWS requires exceptionally good 
paper to give consistently sharp, clean reproduc- 
tion and present a crisp, attractive appearance to 
the reader. Yet most enamel papers which have 
these qualities command a premium of several 
cents a pound—thousands of dollars on the sev- 
eral carloads NEWS AND VIEWS uses annually. 

Like many other commercial printing users, 
“Caterpillar” found the answer to these require- 
ments without premium cost by switching to 
Consolidated Enamel Papers at a saving that 
averages 15 to 25% below the cost of premium- 
priced enamels formerly used. 


The secret of the lower cost which makes such 
substantial savings possible is the modern meth- 
od by which Consolidated Enamels are made. 
Instead of the several costly steps still in use by 
other papermakers, Consolidated Enamels are 
manufactured, simultaneously enameled on both 
sides, in a single high-speed operation. 

We hope you’ll pass this “‘secret’’ along to 
those concerned with the purchase of your own 
printing. Suggest that they try Consolidated 
Enamels on a regular run of your magazine, 
advertising material, or any other fine printing 
job. They’ll probably be surprised at the amount 
of the saving. Certainly, you’li be pleased by 
the sparkling quality of the printing itself. 


©C.W.P.& P. Co. 


ondolcHaléa ¥.NAMEL PAPERS 


PRODUCTION GLOSS 
CONSOLIDATED 


Sustetad 6 ny 


MODERN GLOSS 
WATER POWER & 


FLASH GLOSS 


PAPER COMPANY 


and i Main Offices: Wi 


Makers of C Id —d: 


in Rapids, Wi ‘ 


Sales Offices: 135 So. LaSalle St., Chicago 3, IIlinois 


Sait Pg eee eo re io ies ae on ‘ a ea, oo Bere ee eS ire EES ae a STE Se J ne > aoe, i ies, Ste (ld iy? i ae a oe res, aS? Fanaa ee ee eae ae ee eee sucess eae. et ee wet, - eee ee Rie, mare 
: Besa {we os me ee Es a re a ay eee a i ety ; te a ae ue an 4 he ns a Pie a Se Ree ‘ ; fees a 
16, 1959) | a 
= ins 
ae = ! uo i 
ec | R a 4 
d = | | j 
— ee | 
ul for q — ; 
| resale © 
ner said — 
to be | age 
d—sup. : 
les—te- 5 ied 
.. Mead ‘ ' 
nmend” 
up with | fe 
_@ ; r " 
j - 
___ 
pape yarns rene eee ee Te go ee he ee ora 
eA 
them- ’ ‘s - x -. : : bs pat Be re, bie. 
n. It is Neal WL eo ys a aoe 
lent of Rta cae Se: 
, D.C, Pig PRA ee | 
s Me 
; es Foe oe 
‘ 7" 7 on oe ¥ 
census ‘ie . LE a ig 
world, a ad , ” CATERPLLLAR 
e* Af — moses Suescccecs ssi 5 ene Fas 
Se ial Sa PA VTLIO PER EEIE RY) ie 2 
Meat oc . tna ; Sto +e es en es shee fi Poe 
: i soft “a ty ; py TUTTO Pe ‘ és 
. Se , 1 ; EEE. ee: egy 7% ’ ee 
7 © { " | Btn 4 ‘ 
” f r. 5 - £ 2 wieadaea a hess Maveryer:. Phe ae An 
| " : = - : | 4 [Ff “ee ee SRE hay by Ae § ; * ae 4 
» Qe “ y f teens sae Tela eeys x - z 
“fe 1 a ; : 2, ieegs yy seared spe sees ee P| f | ’ 4 a * 
a. A ‘ : Tres SS aed eal 
a fo aaeeeeee a _ 
“ > oe be: _ — 
Ae : oS <a ; "= ' 4 ; ors 2 
a v4 ; ia awe an j * irene om me . ved % ‘3 : rn A a, rc 
tes ‘ a cas % < ——_ ta A oe — 7 
= . ee 4 anil ay OG ee 7 
y* 4 ieee MS i ian —_— “ . ‘ “a ee re 7 : 
‘ ‘ / : fee + E , ’ as om “oe <i Se ; 
di ‘ j ie . _ . _S 1S 
, ae | 4 Pe \,_ J tM os wm . ae | 
* ae ? ¢ tenis > a ee ; r oe . 2 = Hf coe * 4 ~~" ‘ 5 
y '* ne wi aes ey es Tet, Bt 2 2 : “3 : aos ie »~ ; F " = 
, i ee mae «a _ ae bh, ses 
¥ ’ Pe “4 ae of | ee fs f 4 Reg a oi -e xy a “ 
( ee Be -  aae : ~ x NO. 
Ri (RS di iy ; ee (jes CE — VY \ & 
ee a? ais 7 ZA ve , Uf Lif, ffs x \ a : 
ee 4 # Mpa \\. a7 | 
rae#/ ai Yh bs / ti" SS ae 
ag ~ 8 hha ie 4i/ afl = 
~ ee ee | 
nt ar ae tet 
s, New >» ‘ ”: 
iterna- ow an 
direct = 
e 34th 
Grand 
March 
ymoted 
unding ‘ 
veekly 
Ss and 
a 
: * ie ; 
| 
a “ 
fae 
e 
2>xecu- 
| Ine, 
y, has a Fis 
of the a 
adver- = 
Petro- Kia 
a 
) Po Pe ee 
I <tc Rs cos NN: = 
te us. 
inted, 
signs. 
) 
EE ieee, Na CEM Spee aR te rar enh rhe tage. ny et Wp ene OF PERNT g en ae Sri a ere meme aS ice pk nen ee UNMET 9s ihe Be ee meee os Led Mage ae er ee te Aa ke 
a ee acer (oo aa RR ea a) 


Cuicaco—Landers, Frary & Clark 
will spend $2,000,000 in the first 
six or nine months of 1950 and an 
important share of the total will 
be assigned to promotion of the 
company’s unusual new Universal 
Select-A-Range. 

The new product, introduced at 
the furniture market here last 
week, drew much attention from 
furniture buyers. 

Principle of the Universal Se- 
leci-A-Range is simple. Contending 
that every electric range is based 
upon three essentials—an oven, a 
cooking surface and drawer stor- 
age space—the company has de- 
cided that a range buyer ought to 
be able to buy whatever number of 
the three units are required. 


es If a newly married couple wants 
only an oven and a cooking sur- 
face, the company will sell the two 
units and let the husband build 
a wood stand for them if he de- 
sires. If a homemaker wants a high 
oven, or a low oven, the company 
has decided she will be offered 
whatever she wishes. 

Problem was how to offer all 
of these combinations without 
loading a dealer with a heavy in- 
ventory. 

The answer, company engineers 
found, lay in modular construction. 
Landers, Frary & Clark built ovens, 
cooking surfaces and drawers sep- 
arately and will let the customers 
design their own ranges with the 
modular units. 


s Given the three units (several 

of the drawers), more than 25 dif- 

ferent arrangements can be cre- 

ated. Each of the units is complete, 

so that it can be installed separ- 

* ately, recessed in cabinets or used 

in any other way desired. With the 

basic units on the showroom floor, 

dealers can help their customers 

order a range to their own specifi- 

cations—with minimum inventory. 

Announcement copy has been 

scheduled to run in all leading ap- 

pliance dealer trade publications 
in January and February. 

The consumer drive opens in 
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_ Universal's New Select-A-Range Will 
| Get Heavy Ad Promotion Assistance 


March and April, when the com- 
pany will run four-color pages and 
spreads in American Home, Better 
Homes & Gardens, Farm Journal, 
House Beautiful, House & Garden, 
McCall’s, The Saturday Evening 
Post, Small Homes Guide and Sun- 
set. 


s Promotion to builders will em- 
ploy an eight-page brochure illus- 
trating the flexibility of the new 
range units. Follow-up copy will 
run in American Builder and Ar- 
chitectural Forum. 

The company also will use con- 
sumer booklets, design portfolios, 
point of sale material, newspaper 
mats and dealer tie-in suggestions. 

Landers, Frary & Clark has the 
new product in production and has 
warehoused a portion of the out- 
put in preparation for the an- 


- 


up the size designations such as giant, 


SIZES IDENTIFIED—New labels for La Mirada Olive Co., Corning, Cal., help to clear 


rT ; oh 


, etc., which have long 


been attached to olives. The new five-color, varnished labels have a black background 

with yellow and red lettering, and feature a Kodachrome reproduction of the exact 

size of olives in the can. La Mirada and Western Lithographing cooperated in design 
and production. 


nouncement campaign. 
Goold & Tierney, New York, is 
the agency. 


Dur-O-Lite Names Agency 

Dur-O-Lite Pencil Co., Melrose 
Park, Ill., has placed the adver- 
tising of its mechanical pens and 
pencils with Burnet-Kuhn Ad- 


vertising Co., Chicago. 


Hotpoint Promotes Three 

Fred J. Walters, acting head of 
the marketing department, has 

mM appointed vice-president of 
marketing of Hotpoint Inc., Chi- 
cago. Edward R. Taylor, who was 
market planning manager, has 
been named sales manager of the 
company, and William A. Kissock 
has been named manager of in- 
dustrial relations. 
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Louisville Station Won't 
Be Sold, Owners Say 

Station WHAS, Louisville Cour. 
ier-Journal and Times station 
whose sale to Crosley Corp. was 


disallowed by the FCC last year, | 


is not now for sale and no bids for 
its purchase will be entertained, 
Mark Ethridge, publisher of the 
newspapers, has announced. 

“The circumstances under which 
we were willing 16 months ago to 
sell WHAS have changed entirely,” 
he said. “Our condition is much 
brighter and so is television’s.” 


Arny Budget Increased 

An enlarged advertising program 
embracing newspapers, business 
papers and radio on a national 
basis will be used in 1950 by Arny 
Chemical Corp., maker of Scan 
household cleaner and Prot-O-Coj 
plastic floor gloss. Lee-Murray, 
New York, is the agency. 


Cameo Appoints Agency 

Cameo Curtains has appointed 
Philbin, Brandon & Sargent, New 
York, to handle its television ad- 
vertising. William Lawrence Sloan 
Advertising formerly had the ac- 
count. 
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Odorono and Cutex 
Budgets Expanded 


STAMFORD, CONN.—Northam 
Warren Corp. has boosted the 1950 
pudget for its cosmetic line to 
include promotion for its new 
Qdorono spray deodorant and to 
increase linage for the regular 
Cutex and Odorono lines. 

The spray deodorant, now being 
introduced in southern markets, 
will be pushed in local newspa- 
pers on a high frequency basis 
through J. M. Mathes Inc., New 
York. 

Odorono cream deodorant will 
be advertised in national maga- 
zines with a schedule that includes 
Charm, Cosmopolitan, Glamour, 
Ladies’ Home Journal, McCall’s, 


| Redbook, Today’s Woman, and the 


entire list of Dell, Fawcett and 
True Story women’s groups. Also 
included are insertions in This 
Week Magazine. 


s The Cutex manicure line, 
through Abbott Kimball Co., New 


York, is also slated for heavy 
treatment in national magazines 
with emphasis on the same screen 
and romance publications used for 
the deodorant. Cosmopolitan, La- 
dies’ Home Journal, Seventeen, 
and This Week Magazine also are 
included. 

Cutex newspaper promotion will 
run in the First Three Markets 
Group. 


VanSant Keeps Marvinol 


VanSant, Dugdale & Co., which 
has been handling advertising of 
Marvinol resins, plasticizers and 
stabilizers for Glenn L. Martin Co., 
will continue to handle advertising 
of these products for Naugatuck 
Chemical Division of United States 
Rubber Co., which acquired the 
Martin chemical division Dec. 23. 
VanSant, Dugdale also handles the 
Martin aircraft advertising. 


Parent Joins DeBoth 


B. V. Parent, formerly with farm 
papers in Chicago and on the sales 
staff of Minneapolis newspapers, 
has joined DeBoth Features as 
midwestern manager in Chicago. 


Varied Themes Set 


for Jergens’ Lines 


CINCINNATI—Although it has not 
yet disclosed ad plans for its new 
toothpaste containing both ammo- 
nium-ion and fluorine—handled 
via Stockton, West, Burkhart here 
(AA, Dec. 12)—Andrew Jergens 
Co. has disclosed promotion plans 
on all other products. 

A campaign of full-color pages 
will open in magazines next month 
to push Jergens’ new Dream Stuff 
makeup (the media list was not 
disclosed) . 

The current Woodbury “marry- 
ing deb” series will change some- 
what to feature stories of promi- 
nent romances in picture-caption 
format, these ads continuing in Life 
and women’s magazines. Sunday 
comics will be added. 


s Promotion of Jergens lotion in 
women’s magazines and comics 
will be based on movie stars’ 
stories of picture-making (it ap- 
pears Jergens lotion alleviates the 


Voll peeam store 


NEW COSMETIC—Andrew Jergens Co. 
will introduce Dream Stuff in magazines 


next month with copy prepared by Rob- 
ert W. Orr & Associates. 


rigors of the profession). Other 
lotion ads will appear in farm pa- 
pers, showing largely by pictures 


push cart on New York’ lower east side 


and they’ve rolling up the sales in the food field... 


4 market for food sales. 


Today, al! along New 


of dollars. 


All over the country, in 


new areas. Whatever 


Offices in principal cities 
representing 
New York Journal American 


Three years ago a New York slum — a marginal 


multi-unit apartment cities like Stuyvesant Town 
and Peter Cooper Village with their 33,750 
] people are blossoming overnight. Increasing 
the sales potential in this area by the millions 


And this is only one example in one market. 


distribution picture is focusing on completely 


in sales strategy. 


York’s lower East Side, 


changes in the local markets call for revisions 


To keep up with the changing local scene, your 
best bet is the Hearst Advertising Service Man. 
In the ten major markets that account for over 
half the nation’s buying income, the H.A.S. 
man has the local facts at his fingertips. Here's 


what the Executive of a large food company 


says: “This is the most exhaustive and actually 


every major market the 


you're selling, these 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
San Francisco Examiner 


usable market analysis I have ever seen —I can 
think of innumerable ways in which we will 
use it.” Why not get in touch with the Hearst 
Advertising Man nearest you today? 


is hie 10e 
Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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how farm wives go about their 
chores. Medical and baby care pub- 
lications will continue to carry the 
ads, started in 1949, which suggest 
the lotion for baby skin care. 

Magazines will carry three sep- 
arate campaigns on Woodbury cold 
cream, dry skin cream and liq- 
uefying cleansing cream. Also, 
Jergens face cream and a new 
Jergens deodorant will receive sup- 
porting advertising in magazines 
and on the Louella Parsons show 
heard on ABC Sunday nights. 

Robert W. Orr & Associates, 
New York, handles these Jergens 
accounts. 


Ad Detector Names New 
Eastern Representatives 


Ad Detector Corp., Chicago, ad- 
vertising research organization, has 
appointed James O. Peck and his 
associate, Ira Cotins, as represent- 
atives on all eastern advertising 
accounts, succeeding David M. 
Kendall, who has returned to the 
cosmetics field. 

Ad Detector specializes in meas- 
urement of emotional impact in 
radio and television, and has a new 
development, the Eye-Correlator, 
which is an instrument that fol- 
lows eye-travel as a subject views 
an ad. Mr. Peck and Mr. Cotins 
continue in James O. Peck Co., 
sales research counsel, 12 E. 41st 
St., New York. 


100,000 ‘Questions’ Used 


Nearly 100,000 copies of “Some 
Questions and Answers About Ad- 
vertising,” pamphlet published by 
the Advertising Federation of 
America, have been distributed in 
11 months, the AFA reports. Indi- 
vidual copies of the pamphlet are 
available from AFA headquarters, 
330 W. 42nd St., New York 18. 


Standard Brands Ups Clarke 

Gilbert C. Clarke, advertising 
manager of Standard Brands Ltd., 
Montreal, has been promoted to 
vice-president in charge of adver- 
tising and sales promotion. 


PICTURE 
YOUR PRopucr 


Women everywhere will be delighted to 
get your product in this colorful, handy, 
plastic drawstring bag. It’s new. It's 
different. And it offers unlimited re- 
use value. 

Durably fashioned from vinylite or 

lyethylene, these neat bags are per- 
feet for packaging toilet soaps, bath 
salts, cosmetics, etc. Available in a 
variety of colors with contrasting draw- 
string. Size illustrated is 9” x 10”. Can 
be furnished to your requirements. 


Write for sample and prices. 


The SILLCOCKS-MILLER Company 
i Pioneers in Plastic Fabrication = 
7 


Since 1910 


11 WEST PARKER AVENUE 
MAPLEWOOD, NEW JERSEY 
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Nation’s High 1949 
Economy Sparked by 
TV. Hoffman Thinks 


Los ANGELES—The television in- 
dustry with its billion dollars of 
sales last year may well have been 
the difference between a good year 
and a bad year for the economy of 
the courry as a whole, said H. L. 
Hoffman, president, Hoffman Ra- 
dio Corp., manufacturer of radio 
and television sets, at a press con- 
ference here. The occasion was an 
advance showing of the Hoffman 
1950 television line. 

Mr. Hoffman also declared that 
there is a close correlation between 
sales of TV sets and the sale of 
home appliances. Reason for this, 
he ventured, is the fact that tele- 
vision keeps people in the home 
and stimulates interest in home 
appliances and other furnishings. 
Conversely, he pointed out, figures 
show that attendance at night 
clubs, restaurants and other out- 
side activities has declined. 


s Commenting on the “price con- 
sciousness” of TV set manufac- 
turers, he said that mass produc- 
tion has brought prices down 
closer to prewar levels than in any 
other field. He pointed out that 
the price of the Hoffman set with 
a 12%” screen, which sold for $495 
a year ago, is now only $299. The 
company’s work force is now l,- 
300, an increase of 300% over a 
year ago, he reported. 

As for color TV, Mr. Hoffman 
said “it is a long way away in the 
laboratory and very much further 
away in so far as the public is 
concerned.” Obsolescence is no 
more to be feared in television 
sets than it is with a refrigerator 
or automobile, he observed. 


‘ROTC Journal’ Now Monthly 


Effective Jan. 1, the ROTC Jour- 
nal, published in Atlanta by Virgil 
S. Price, changed from a weekly 
to a monthly, with advertising 
rates reduced from $4.90 to $2.80 
a column inch. Publication date is 
the 10th of the month of issue, and 
closing date is the 20th of the 
month preceding date of issue. 


Dobbins Mtg. Names Curtiss 


Spencer Curtiss Inc., Indianapo- 
lis, has been appointed to handle 
the advertising of Dobbins Mfg. 
Co., Elkhart, Ind., manufacturer of 
hand and power spraying and 
dusting equipment. 


St. Petersburg, Fla. 
Folks 

LOVE to EAT 

They Also 

Love to REA 

The TIMES For 
WHAT to Eat 

And WHERE 

To BUY It! 


In the first 11 months of 1949 the 
TIMES carried 763,861 Retail and 
353,591 General Food Linage — 
OR — 208% MORE Retail and 
492% MORE General Food lin- 
age than the second paper. 


NOTE: NATIONAL FOOD SHOW 
Recreation Pier—St. Petersburg 
March 16-22, 1950 
Write for brochure 


ST. PETERSBURG, FLORIDA 


paly TIMES soney 


Represented by 
Theis & Simpson Co., Inc. 
New York Detroit Atlanta Chicago 
Vv. J. Ob , dee in Jack ille, Fla, 


Schwarting Elected V. P. 


William V. Schwarting, formerly 
responsible for the operation of 
the now discontinued Wall St. of- 
fice of J. Walter Thompson Co., has 
been elected a vice-president of 
Albert Frank-Guenther Law Inc., 
New York. 


ABC Net Adds Zeckendort 


William Zeckendorf, president of 
Webb & Knapp, New York real 
estate company, has been added to 
the board of directors of American 
Broadcasting Co. 


Elgin Watch Names Wright 


Taylor O. Wright Jr. has been 
appointed western sales manager 
of Elgin National Watch Co., with 
headquarters in Los Angeles. Mr. 
Wright has been with Elgin since 
1946 as district representative in 
the Kansas City area. 


Griffiths Appointed V. P. 


E. R. Griffiths, general sales 
manager, has been elected a di- 
rector and vice-president in charge 
of sales of International Silver Co. 
of Canada, Hamilton, Ont. 


Oe EN I y tee te 


Joins Radiant Mtg. Corp. 


Lorraine Knapp, formerly as- 
sistant advertising manager of Na- 
tional Cylinder Gas Co., Chicago, 
has been appointed advertising 
manager of Radiant Mfg. Corp., 
Chicago, manufacturer of projec- 
tion screens, 


‘Life’ Adds 2 to Sales Statt 


Milton F. Decker, formerly with 
Biow Co., has joined the New York 
sales staff of Life. James J. Dunn, 
formerly with Redbook, has joined 
Life’s sales staff in St. Louis. 


Advertising Age, January 16, 1989+ 
Ryan Joins ‘This Week’ 


Granville C. Ryan, formerly with 
Liberty, with McGraw-Hill Pyb. 
lishing Co. and national repre. 
sentative of National Transitads, 
has joined the sales staff of 
Week Magazine. He will make his 
headquarters in Detroit. 


Vogel Joins Revlon as V. P. 


H. A. Vogel, formerly promo. 
tion manager of Liberty, has been 
named vice-president in charge of 
sales for Revlon Products Corp, 
New York. 
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To Botstord, Constantine 


T. Bryce Spruill, formerly vice- 
president of N. A. Winter Adver- 
tising Agency, Des Moines, has 
been named account executive of 
Botsford, Constantine & Gardner, 
Portland, Ore. 


Ver Standig Names Ancker 


W. Mason Ancker, formerly copy 
chief of William H. Weintraub Co. 
and Maxon Inc., has been named 
executive vice-president and a 
principal of M. Belmont Ver Stan- 


Richmond Appoints Jenkins 


Leonard P. Jenkins has been 
named assistant sales manager of 
the plumbing division of Richmond 
Radiator Co., New York, affiliate 
of Reynolds Metals Co. He joined 
Richmond in April, 1946. 


DeJur Amsco Appoints Peck 


Peck Advertising Agency, New 
York, has been named to handle 
the advertising of DeJur Amsco 
Corp., Long Island City, maker of 
cameras, projectors, enlargers and 
exposure meters. 


Kimball Names Fluent V.P. _ 

Mildred Fluent, account exec- 
utive and director of the Los An- 
geles fashion division of Abbott 
Kimball Co. of California, has 
been named a vice-president of the 
agency. 


Keck Joins Henri, Hurst 

John Scott Keck, formerly re- 
cording manager of National 
Broadcasting Co., has been ap- 
pointed director of radio and tele- 
vision of Henri, Hurst & McDonald, 
Chicago. 


Spaulding-Moss Names Ryther 


G. Lincoln Ryther, formerly ad- 
vertising manager of Boston Gear 
Works, Quincy, Mass., has been 
appointed advertising manager of 
Spaulding-Moss Co., Boston. He 
succeeds Floyd R. Judd, who has 
been named account executive. 


Charous & Niebergall Moves 


Charous & Niebergall Inc., ap- 
pliance parts advertising, has 
moved to larger offices in the Mid- 
land Bldg., 176 W. Adams St., Chi- 
cago. 


MOTELS 
are 
moving 
ahead— 


31 


dig, Washington agency. 


—_—_— 


Here you see him for what he is—a farmer only 
on circulation lists. He doesn’t own a farm, 
doesn’t live on a farm, buys nothing for a farm. 
You don’t buy a farm magazine to reach this man. 

Yet you may be paying more than 40¢ out of each 
farm advertising dollar for just such “farmers.” 

Hard to believe? Just check the circulation of 
some of the big farm magazines. You'll find 40% 
or more going to small town subscribers—to 
non-farm families. 

Then look at Capper’s Farmer. No Mass Small 


Cappers Farmer 


1 


Town Circulation . . . 92% farm circulation. 
After all, isn’t this what you buy a farm magazine 
for? 

You get what you pay for when you buy 
Capper’s Farmer. Families with fields to work, 
buildings to equip, farm homes to maintain— 
1,350,000 of them—and top farm families to 
boot! 

And remember—/farm circulation with No Mass 
Small Town Circulation is only one of the Big 
10 Capper’s Farmer advantages... 


' Topeka, Kansas 


CAPPER’S FARMER’S 


BIG [0 


1. Largest rural publisher in America 
2. Richest farm market in the world 
3. Best coverage buy 

4. Quality circulation 


5. No mass small town circulation 

6. Farm-tested editorial material 

7. Reader confidence 

8. Merchandised editorial content 

9. Market dominated by farmers 
10. Most quoted farm magazine 


farmer? 


why not move 
with them? 


From every part of the 
country — north, east, south, 
and west—comes news of new 
motels costing as much as 
$10,000 per unit to construct. 


From every part of the 
country comes news of vast 
remodeling and expansion 
programs that are using mil- 
lions of dollars worth of build- 
ing materials, furnishings, 
decorating, plumbing, heat- 
ing, air conditioning, lighting, 
landscaping, and scores of 
other products and services. 


The motel industry is mov- 
ing ahead on all fronts — the 
natural result of the growing 
preference for motel service 
by the largest number of mo- 
torists ever to use American 
highways. 

In October, 1949, the pub- 
lishers of American Restau- 
rant Magazine announced a 
new publication, American 
Motel Magazine, to serve this 
new and growing industry. 
The response was instantane- 
ous and overwhelming. Paid 
circulation of the new maga- 
zine is already approaching 
the 5,000 mark with a total 
distribution of 7,500. 

If you want to move ahead 
with motels, one of the coun- 
try’s most active markets, let 
us tell you how you can do it, 
and what you can expect in 
the way of results. 

Write today for all the facts 
about motels and about the 
brilliant new Patterson Pub- 
lishing Co. publication that 
has leaped into first place in 
editorial leadership in less 
than four months! 


AMERICAN 
MOTEL 
MAGAZINE 


Published by 
the publishers of 
American Restaurant Magazine 
Founded in 1919 


5 SOUTH WABASH AVENUE 
CHICAGO 3, ILLINOIS 
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Adclub Group, All Media 
Join in Huge Effort to 
Build Advertising Stature 


By ELLis WALKER 
San FRANcIsco—Advertising and 
the part it plays on the American 
scene received a special place in 
the public spotlight through the 11 
western states last week. 
“Advertising Recognition Week” 


' —conceived by Herbert Kirschner, 


president of the Advertising As- 
sociation of the West—was ob- 
served by 46 member clubs of the 


. NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE FOOD STORES 
CANNOT BE SOLD.... 
....FROM THE OUTSIDE 


FOOD ADVERTISERS NOTE: Bayonne resi- 
dents spend 33c out of every dollar for 
food. This is 9c more than the national 
average . . Don't miss this important 
market, advertise in THE BAYONNE TIMES. 
Source — Sales Management. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W. Y. + 228 N. LaSalle St., Chicage 


Ad Recognition Week 
Celebrated in West 


association, hundreds of newspa- 
pers and radio stations and count- 
less cooperating civic and service 
organizations. 


ain his official proclamation 
making the period Jan. 8-14 “Ad- 
vertising Recognition Week” in 
California, Governor Earl Warren 
said: 

“In this year marking our cen- 
tennial of statehood, we in Cali- 
fornia have reason to be particu- 
larly appreciative of the power of 
advertising. 

“Through the medium of adver- 
tising, California has told millions 
of people of its yast resources, at- 
tractions and opportunities. As a 
result, it has grown in 100 years 
into the second largest state, and 
tourist travel has become one of 
its major industries.” 


ws Other state governors in the 
West followed Gov. Warren’s lead 
and officially proclaimed the ob- 
servance for their states. They in- 
cluded Gov. Douglas McKay of 
Oregon, Gov. Lee Knous of Colo- 
rado, Gov. J. Bracken Lee of Utah, 
and Gov. C. A. Robins of Idaho. 
Mayor Elmer Robinson of San 
Francisco and many other heads of 
cities throughout the West joined 
in issuing official proclamations on 
behalf of the special observance. 
Mayor Earl Glade of Salt Lake 
City, former president of Station 
KSL, made the special “Advertis- 
ing Recognition Week” talk before 
the Boise, Ida., Advertising Club. 


ws The AAW, under the direction 
of President Kirschner and Charles 
W. Collier, executive vice-presi- 


dent, supplied special news releases 
and supplementary material to 300 
newspapers and 100 radio stations. 
Individual advertising clubs spon- 
sored special programs in their 
respective cities. 

Theme of the program in San 
Francisco was “Advertising Helps 
Everybody.” San Francisco radio 
stations carried transcribed com- 
mercials promoting the “week.” 
The four San Francisco newspa- 
pers carried news stories daily 
about the activities and objectives 
of “Advertising Recognition 
Week.” 

This same kind of activity and 
full cooperation was true in every 
city in the 11 western states, the 
area served by the Advertising 
Association of the West. 


ws According to Mr. Collier, there 
has never been such general par- 
ticipation by all elements in the 
advertising and business frater- 
nity—newspapers, radio and tele- 
vision stations, car card firms, out- 
door advertisers and direct mail 
advertisers, shopping news pub- 
lishers and retail advertisers. In 
some cities, banks, retail stores and 
other institutions used their win- 
dows for displays showing how 
they used advertising, Mr. Collier 
reported. 

The association executive also 
pointed out the many speakers who 
presented special addresses before 
service clubs, chambers of com- 
merce, university assemblies, high 
school forums and almost every 
kind of gathering. 

Typical of the enthusiasm dis- 
played by business for the observ- 
ance is the statement of G. L. Fox 
of the San Francisco Chamber of 
Commerce: 


a “We of the chamber recognize 
the importance of advertising to 
the whole economic process. Ad- 
vertising is the force that whips 
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MAKES IT OFFICIAL—Mayor Fletcher Bowron of Los Angeles hands a decree to 

Richafd Russell (left) proclaiming Advertising Recognition Week in Los Angeles. Mr. 

Russell is president of the Advertising Club of Los Angeles, and Afred H. Foxcroft 
(right) is chairman of the week. 


up desire and enthusiasm for pro- 
ducts of our free American enter- 
prise system. 

“Stimulating sales, it causes 
wheels to be geared to a higher 
level, resulting not only in greater 
employment, but, through mass 
production, in lower prices and a 
higher standard of living.” 

The Pacific Council of the Four 
A’s participated actively through 
all its district chapters in the 
program of “Advertising Recog- 
nition Week.” Similar cooperation 
was shown by various state news- 
paper associations, broadcasting 
groups, outdoor and transit asso- 
ciations. 


s Particularly noteworthy in the 
program, according to Mr. Collier, 
was the participation of women in 
advertising in the West under the 
leadership of Lorna Moiteret of 
Honig-Cooper Co., Seattle. 

Active committees of women 
workers served in 25 cities. They 
rehearsed and prepared talks for 
all types of women’s organizations 
as well as schools. 

Alpha Delta Sigma and Gamma 
Alpha Pi, national advertising 
fraternities, directed programs on 
university campuses and sponsored 
news stories and advertisements 
in campus dailies. 

Junior advertising clubs made as 
their key projects for the year 
the preparation of advertising 
presentations directed to businesses 
which do not advertise. The pres- 
entations pointed out what such 
business men are missing. 


w The idea of “Advertising Rec- 
ognition Week” was conceived by 
Mr. Kirschner as a means of bring- 
ing to the business man and the 
man on the street a better under- 
standing of just how and where 
advertising fits into the American 
business system. 

Particular attention has been 
directed to the advantages of ad- 
vertising to the business man, since 
Mr. Kirschner and the association 
feel that the percentage of adver- 
tising should be stepped up if 
sales objectives are to be met. 

One of the unique phases of the 
program in San Francisco was a 
daily 15-minute quiz show over 
Station KYA in which prizes were 
awarded to people providing an- 
swers to brand name merchandise 
described during the program. 
Commercials about “Advertising 
Recognition Week” were inserted 
during the show. 


s In Portland, Station KGW ran 
continuous promotion of the week’s 
observance and sponsored an hour- 
long play about advertising on its 
“MGM Theater of the Air.” 

In southern California, the 47 
member stations of the Southern 
California Broadcasters Associa- 
tion coordinated their participa- 
tion in the observance, with some 


stations such as KECA building 
special programs for the occasion. 

The full record of the accom- 
plishments of “Advertising Rec- 
ognition Week” will be reported 
at the annual mid-winter confer- 
ence of AAW Jan. 15-17 in San 
Jose, Cal. More than 100 delegates 
will gather to hear the reports. 

Other highlights of the confer- 
ence will be completion of plans 
for continuation of the program to 
acquaint the public more thorough- 
ly with advertising values. This 
campaign will be continued until 
the 47th annual convention of the 
association in Los Angeles, June 
25-29. 

Mr. Collier told ADVERTISING 
AGE that it is likely the association 
will make “Advertising Recogni- 
tion Week” an annual event and 
strive to spread the observance 
throughout the nation. 


Diamond Match Names Five 


Erwin R. Fernau has been 
named assistant sales manager of 
the book match department of Dia- 
mond Match Co., New York. Frank 
J. Feeney has been appointed sales 
manager of the eastern district, 
making his headquarters in New 
York, and Kermit M. Ness has been 
named western district sales man- 
ager, with headquarters in Chi- 
cago. William J. Rogers has been 
named district supervisor of the 
western district for states east of 
the Rocky Mountains. Jack C. Heg- 
lie has been appointed district su- 
pervisor of states west of the Rocky 
Mountains. 


Canadian Linage Increases 


The Canadian Daily Newspapers 
Association reports that the ad- 
vertising linage in Canadian daily 
newspapers showed an increase of 
7.2% in October, 1949, over the 
same month last year. National 
linage was up 4.8%, classified up 
2.3% and local advertising was up 
10.4%. In the first ten months of 
1949, there was a gain of 10.0% 
over the same period of 1948. 


Mankey Leaves Truckers 


Jack Mankey, assistant to the 
director of public relations of 
American Trucking Associations, 
has resigned to devote full time 
to his own public relations and 
promotion business, Ideas Develop- 
ment Co., with offices in the Bond 
Bldg., Washington. 


Craftint Kleen Stik Rubber 
Cement is recommended ¢ 
for all kinds of mounting, 
pasting or sticking. It is 
crystal clear. Excess rubs 
off with the finger. 

At your dealer or 

write direct. 

THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleveland 10, 0. 
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Tele-King Budget 
to Hit $1,000,000 


| New YorK—Tele-King Corp., 
} which last year split its TV set 

uction about 50-50 between 
private brands for department 
gores and Tele-King receivers, 
will concentrate on output of the 
jatter during 1950. 

The company expects to spend 
about $1,000,000 on advertising in 
its first concerted bid to potential 
yideo set buyers in 30 major mar- 
kets. This estimated budget for the 
year includes co-op expenditures. 

Tele-King’s new line of receiv- 
ers was introduced last week at a 
press showing. Eight models range 
from a 10” table set priced at 
$159.95 to a 16” deluxe radio-TV- 
phonograph combination at $549.95. 
Featured was a 12” set with a wal- 
nut cabinet, which will retail for 
$179.95. 


s The manufacturer will empha- 
size the importance of quality 
cabinets in its promotion. “All our 
sets are housed in hand-crafted, 
fine wood cabinets,” Louis I, Pok- 
rass, chairman of the board, said. 
“A great many of the leading 
manufacturers, in the race to get 
their prices down, are forgetting 
that the American home demands | 
attractive furniture. For an item | 
that costs from $200 to $300, people 
are going to insist on something. 
better than plastic.” | 
Mr. Pokrass advised neighbor. | 
hood movie theaters to capitalize 
on television, “or else it will be 
the beginning of the end of their 
business.”” Large-screen television 
will enable them to keep up at- 
tendance figures on Tuesday night 
when the “Texaco Star Theater” 
is a must in a great many TV 
homes. 

“Give them Berle, or other top 
video attractions, plus a good movie 
and they’ll keep coming,” he sug- 
gested. 

Advertising will break soon, 
mostly in newspapers. Radio spots 
and participations also will be 
used in selected areas, as well as 
business papers. Leland K. Howe 
Associates Inc. handles this ac- 
count. 


Vanda Joins Thornburgh 
In West to East Move 


Charles Vanda, former execu- 
tive producer for the western di- 
vision of Columbia Broadcasting 
System, has been appointed direc- 
tor of television for WCAU-TV, 
Philadelphia. He replaces G. Ben- 
nett Larson, who resigned to be- 
come manager of WPIX, New 
York. 

Mr. Vanda’s move east follows 
that of Donald W. Thornburgh, 
who resigned as Columbia’s vice- 
president in Hollywood a few 
months ago to take over the pres- 
idency of WCAU Inc. 


Shelly Picks Morey Agency 


Gene Shelly, Los Angeles, man- 
ufacturer of women’s suits, has se- 
lected the Muriel Johnstone divi- 
sion, Morey, Humm & Johnstone, 
New York, to handle advertising in 
Magazines and newspapers. The 
company is a new advertiser. 


Textron Promotes Prince 


Norman L. Prince, with Textron 
Inc. since 1948, has been appointed 
Manager of the company’s sales 


promotion service department. He 
will continue as assistant to the 
advertising manager. 


Joins Kenyon & Eckhardt 


Frank Hopkins, formerly of Kud- 
ner Agency, has joined Kenyon & 
Eckhardt, New York, as a writer 
in the radio-television department. 


PFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 
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New Idea Produces Film 
for 4-H Club Members 


A half-hour color sound film 
dramatizing the life of American 
farm youth has been produced by 
the New Idea Division, Avco Mfg. 
Corp., for showing to 4-H and 
similar groups throughout the 
country. 

The Venard Organization, Pe- 
oria, Ill., which specializes in farm 
motion pictures, produced the film, 
in which all roles are played by 
4-H Club members, their parents 
and leaders. 


Carrom Picks Agency 


Carrom Industries, Ludington, 
Mich., maker of furniture for the 
institutional field, has placed its 
advertising with Waldie & Briggs 
Inc., Chicago. Business paper ad- 
vertising and direct mail will be 
used. 
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Frazier Heads Blue-Jay's 
New Unit: Byrne Named 


Harris .Frazier, formerly with 
Bauer & Black Division of Kendall 
Co., has been named manager of 
the new Blue-Jay Products Divi- 
sion formed recently, with offices 
in Chicago. 

Andrew J. Byrne, also formerly 
with Bauer & Black, will direct ad- 
vertising for the division, and 


Charles Davies, formerly with 
Standard Laboratories, is sales 
manager. 


Gaines Boosts Proctor 


William R. Proctor Jr., who has 
been advertising assistant on 
Gaines dog foods, has been ap- 
pointed assistant to the general 
sales manager, with headquarters 
in Kankakee, Ill., where Gaines 
Division of General Foods Corp. 
is located. 


B&B Names Bidwell V. P. 

M. Oakley Bidwell, account ex- 
ecutive on various General Foods 
accounts, including Gaines, Certo 
and Sure-Jell, for Benton & 
Bowles, New York, has been named 
vice-president of the agency. He 
will be an account supervisor on 
General Foods. 


he Fe a ee oe 


33 
Auburn Clutch to M&F 


Auburn Clutch Division of Dana 
Corp. has placed its advertising 
with Meldrum & Fewsmith, Cleve- 
land. Its 1950 advertising, involv- 
ing automotive trade papers, will 
be handled through Spicer Mfg. 
Division of Dana Corp., which 
Meldrum & Fewsmith also places. 


Specialists in SILK SCREEN Saas 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


BOTTLE BRANDS WIN LOYAL FANS 
.«-in San Francisco’s “BEST CIRCLES” 
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ONE REASON WHY: Alcoholic beverage 
advertisers use more linage in The Chronicle than in any 


MORE MONEY FOR “EXTRAS” 


(like alcoholic beverages) 


IN OUR TRADING ZONE 


Six out of every $10 available for spending 
in the 9-County San Francisco Bay Area 
market are controlled by families in the 8- 
County trading zone surrounding the San 
Francisco city zone — (Sales Management’s 
1949 copyrighted survey). 


other San Francisco newspaper!* 


Families living in our higher-income suburbs and top districts of 
“The City” (San Francisco’s “Best Circles”) are naturally better 
customers — for alcoholic beverages or any good product. And 
The Chronicle is their newspaper — no question about that. Check 
The Chronicle’s circulation pattern and likely you’ll see why this 
newspaper leads in alcoholic beverage linage. Leads, too, in de- 
partment store, specialty shop and book linage — many other key 
classifications! 


*See Media Records for 1949— 
both 6-day and 7-day totals 
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| Furniture Men 
| Are Optimistic 
- About ‘50 Sales 


_in pre-holiday buying and were 
? unable to make delivery on orders 


ue 


Advertising Budgets 
Will Increase 5-10%, 
Industry Execs Agree 


Cuicaco—As the annual winter 
furniture market got under way 
last week, furniture and appliance 
manufacturers and the 22,000 buy- 
ers who crowded into town were 
almost unanimous in agreeing that 
1950—at least for the first six 
months—is going to be a good 
year. 

Behind the feeling of optimism 
displayed by the exhibitors and 
buyers alike were several factors: 

1. Retail inventories are down 
about as far as they can go. In fact, 
some over-cautious retailers were 
caught unprepared by the upsurge 


that they had taken. 

2. Furniture manufacturers had 
from two to five times as many 
orders on their books when this 
year’s market opened last Monday 
as they did when the market 
opened a year ago. 

Thus, even if buying should be 
slow—and there were no indica- 
tions that it would be—manufac- 
turers were assured of several good 
months of high production to fill 
orders on hand. 


es 3. Although the retail value of 
home furnishings and appliances 
is expected to be about $10 billion 
in 1950 (as compared with $12.2 
billion in 1948 and $11 billion in 
1949), the television industry is 
fast picking up speed and promises 
to take up much of the slack. 

4. Labor productivity is up 
markedly from the early postwar 
years. A group of furniture exec- 
utives at a Merchandise Mart meet- 
ing was unanimous in agreeing 
that production efficiency has in- 
creased notably since the war. 

5. Retailers at this market do not 
fear possible price declines as they 
did a year ago. The new 75¢ mini- 
mum hourly wage in furniture 
plants; an increase of from 30% to 
35% in the price of lumber since 
last July; and increases of as much 
as 50% in other raw materials were 
assurances that prices in furniture, 
case goods and bedding will not 
tumble in the next few months. 

6. Despite increased costs, man- 
ufacturers appeared to be deter- 
mined to absorb the increases—at 
least in medium and _ high-price 
lines. Retailers were assured that 
retail profit margins will not have 
to be slashed. 


s 7. The introduction of the new 
combination steel and wood, sec- 
tionally-fabricated furniture by| 
Kroehler and National Furniture 
Mfg. Co. will give retailers some- 
thing new to show hard-to-please 


TOP SALESMAN 
in the DAKOTAS 


The MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


— Own Magazine 
[JAKoTA FARMER 


ABERDEEN, SOUTH DAKOTA 
JP MALONEY, Advertising Monager 


customers (see story on Page 22). 

In addition to these factors, and 
the coming government insurance 
payments to veterans, there were 
other trends evident at the winter 
furniture market. 

One of the most important is the 
increased use of advertising by 
furniture manufacturers. Each 
year, more and more exhibitors are 
undertaking promotions of various 
kinds. With the exception of per- 
haps a dozen furniture makers and 
a half-dozen bedding marketers, 
home furnishings manufacturers 
never have undertaken large-scale 
advertising programs, nor have 
merchandising and sales promo- 
tion budgets been very liberal. 

But the situation has changed 
since prewar years. Ear] Hultquist, 
president of Jamestown Royal Up- 
holstery Corp., Jamestown, N. Y., 
told AA that about 40% more com- 
panies are advertising now than 
were before the war. And he added 


that other industry executives have 
estimated about the same percent- 
age. 


Advertising and promotion 


CAMEL MAN-Ed Wynn, now working on television for R. J. Reynolds’ Camel cigarets, 
shows a couple of items in his hat collection to Kendall Foster (center), of William 
Esty Co., Camel agency, and Julien Field, Esty vice-president. 


budgets this year will be up from| Buffalo, and president of the Na- 


5% to 10% over the 1949 figures, 
according to Fred J. Batson, exec- 
utive vice-president, Kittinger Co., 


Manufacturers. 


@ The first cast slides down the incline from the 
stereotype department ...a silvery semi-cylinder of 
type metal, mint fresh and still warm, that clatters 
quietly along the foot-high conveyor which runs past 
the long lines of presses. 

The press crews start for their stations, scraping 
heavy oil-sodden shoes across the studded steel 
deck, gang up along the towering presses which 
extend through the two-story deep pressroom. 

On the level below, the 1,650 lb. newsprint rolls 
are shunted around on small trucks that follow 
grooved rails in the six-feet thick concrete floor... 
left where they can replace the used-up rolls on 
the press reels. 

The time is 6:00 pm EST. 

The Daily News is going to press. 


@ Bill O'Brien, press super, came in at 3:00, is still 
working his way through the usual reports, memos, 
circulation beefs ... One side of his small boxy 
office is a window looking out on the pressroom. 
News pressman for twenty-eight years before he 


A quar ter-billion pages 


Advertising Age, January 16, 1950: Adve’ 
vertising by furniture exhibitors } tomat 
has some unusual twists. One fur. } pxhib 
niture manufacturer told AA that } that i 
he was so impressed with the in. | jevel : 
fluence of the shelter and wom. | yolum 
en’s service publications that he } costs. 
began advertising in those mag- The 
azines “to sort of help support the § peen | 
good work.” put i 
And the head of another furnj- J pysin« 
ture company standing within ear. J jg rela 
shot said he thought a number of | the w: 
other manufacturers had under. tising 
taken their first advertising for 
similar reasons. s Fur 
chang 
@ The reluctance of manufacturers } jn ad 
to increase prices even though § foam 
costs still are rising is partly from | mode 
the fear that it might reduce the | dent. 
market. Mu 
In addition, AA gained the im- | js de: 
pression from furniture executives, type 
both individually and as groups | ture i: 
at the Merchandise Mart press } yious 
meetings, that manufacturers are } mal f 
; pre pinning their hopes on increased } forma 
tional Association of Furniture| yolume. Sim 
: In past years, when costs have § for u 
The increased acceptance of ad-| risen, prices kept pace almost au- § smalle 
was made super in °48, Bill knows what's going on (a 
from the noises, vibration, feel of the place . . . glances fo 
occasionally at the fifteen gauges on the walls that th 
keep tab on four underground ink tanks, and show de 
the time, speed and duration of every edition run. in 
pl 
@ Sixty minutes earlier, the first form of two 
News pages, side by side, was sent from the m 


composing room to stereotype. A sheet of papier 
mache composition, pressed against the face of the 
form, makes a reverse impression . .. matrix, called 
mat. Hot type metal forced against the mat in a 
circular chamber, forms the cast. From its curved 
outer surface, the paper is printed. 

Sets of mats sent by Ford coupes to the Brooklyn 
plant, are cast there. For each edition, or change 
during an edition (replate) new casts are supplied, 
the old returned to be melted down. 

On a normal night, the Manhattan pressroom 
uses some 3,000 casts, Brooklyn about 2,000. 


@ As the casts come along on the conveyor, flyboys 
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tomatically. This year, it appears, 
exhibitors are beginning to believe 
that if they can maintain a high 
jevel of production, the additional 
yolume will help deiray higher 
costs. 

The idea, of course, long has 
been accepted in other industries, 
put in the furniture industry—a 
pusiness with many traditions—it 
is relatively new. And it may pave 
the way to increased use of adver- 
tising and promotion. 


s Furniture styles have not 
changed radically in the past year. 
In addition to increased use of 
foam rubber and the accent on 
modern, two other trends are evi- 
dent. 

Much of the furniture shown 
is designed for informal, ranch- 
type homes. The informal furni- 
ture is more informal than in pre- 
yious markets. However, the for- 
mal furniture appears to be more 
formal than last year. 

Similarly, the furniture designed 
for urban apartments is getting 


smaller, while the larger pieces 


for large homes are increasing in 
size. 


Shifts Chemical Sales 


The organic chemical sales di- 
vision of Eastman Kodak Co., 
Rochester, has been transferred to 
the company’s Distillation Prod- 
ucts Industries division, and will 
be known as Eastman organic 
chemicals department of Distilla- 
tion Products Industries. James T. 
Fuess, now in charge of sales, will 
continue as sales manager of the 
new department. 


Gummed Products Names 2 


Edgar W. Pitt, formerly vice- 
president in charge of sales and 
director of the Central Paper Co., 
Muskegon, has been named sales 
manager of Gummed Products Co., 
Troy, O. H. B. Conklin, formerly 
marketing consultant and president 
of Louis Dejonge & Co., New York, 
has been appointed director of dis- 
tribution. 


Blitz Appoints Cahen 

Radle Cahen has been appointed 
art director of Blitz Advertising 
Agency, Portland, Ore. : 


Purchasing Execs Distrust Industry 
Fair Practice Codes, ‘Self-Policing’ 


New YorkK—Industry advisory 
committees to set up fair practice 
codes, including the possibility of 
self-policing, will not succeed un- 
less backed by force of law, and 
such committees could not exist 
without being dominated either by 
government or by industry pres- 
sure groups, according to a survey 
just completed among purchasing 
executives by Purchasing, a Con- 
over-Mast publication. 

The poll was taken following 
Secretary of Commerce Sawyer’s 
recent announcement of a pro- 
gram to encourage “voluntary co- 
operation” by business to promote 
competition, including the possi- 
bility of establishing committees 
for self-policing of industry. 

The questionnaire reveals that 
more than three out of five, or 
63% of the 215 purchasing agents 
who responded to the question- 
naire sent out to 1,000 agents, 
agree in principle with the plan of 
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laws, changes in tax laws to aid 
small business, and clarification of 
existing legislation. Among sug- 
gested steps that industry can take 


establishing advisory committees. | are: cooperate more with govern- 


But practically the same number, 
62%, do not believe the commit- 
tees could operate on a strictly 
voluntary basis, and that their de- 
cisions would have to be backed by 
law. 

Only 32% of the purchasing men 
believe such committees could re- 
tain independence of action. A total 
of 68% believe they would tend 
to be dominated either by govern- 
ment or by powerful pressure 
groups within industry. 


ws Nearly three out of four believe 
present anti-trust laws, if striétly 
enforced, are capable cf coping 
with present problems of monopoly 
and fair trade practice. 

Among the additional or alter- 
native steps that purchasing exec- 
utives think should be taken by 
government to curb monopoly and 
promote greater competition are 
stricter enforcement of existing 


printed every day! 


and a Queens edition, with 
160,000; while the Queens 
edition printed in Brooklyn 
runs to 240,000 copies. 

All of which amounts to— ' 
Manhattan, 1,640,000; 
Brooklyn, 703,000; total 2,343,000 copies tachometer 
count, including spoilage, discards, imperfect copies. 


(apprentices) pick off the numbered pages needed 
for their units, stack them on end. Pressmen lock 
the casts on the press cylinders... 
deep, sixteen News pages per cylinder. The “pressmen 
in charge” move around unhurriedly, checking the 


press units item by item. . 


As eight o’clock nears, the tension in the room 
mounts steadily. Late casts are snatched off the 


two around, four 


conveyor, dropped into open sections on the cylinders, 


clamped in place. The men stand off. 


@ At 8:00, klaxons blare through the big room, 


signal for the presses to roll. The 


starts first speed. The cylinders start to roll sluggishly 
with a dull rumble, which changes to a higher 
protesting half-human whine as the speed steps up. 
The moving webs of newsprint wind through the 
cylinders, on to curved steel sheaths where they 


@ On Wednesday, the Sunday predate (distributed 
beyond the 200 mile zone) runs a full eight hours 
daytime, 1,227,000 copies. 

On Friday night, are run a second Sunday 
section of 1,270,000 copies; and a Jersey Sunday 
section of 354,000 copies. 

In a recent three day period, both pressrooms 
printed more than two billion pages! 


@ Manhattan has 60 Goss units, Brooklyn 40. The 
newest are sleek battleship gray jobs that are run 
at 50,000 copies per hour. 
Men and boys on the press force run to 380 in 
Manhattan, 129 in Brooklyn, excluding electricians. 
The pressroom payroll tops $50,000 per week! 


@ No pressroom in the world works on such a 


hard fast schedule; and probably none exceeds 


“button man” 


are divided, folded, cropped ...and the finished 


copies are carried away in a continuous line on 
the spring-wire conveyors, every fiftieth copy angled 


for the bundlers’ count. 


Press speed is not continuous, as one series of 
units slows down to pick up the taped edge of a 
new paper roll, or may even stop for a replate... 


that of the News production. 

Only an adamant schedule, experienced skill 
and meticulous planning, make it possible to 
produce enough papers to stock 20,000 city and 
suburban dealers alone... to have the News on 
hand everywhere for more than 2,200,000 buyers 
every morning, and 4,350,000 on Sunday. 


@ Having papers on hand, of course, is not enough. 
You must also have readers who want them, and 


buy them...as News readers do every day, without 


By 9:30, the City, first edition, is off, 


@ The schedule runs about as follows: 
Manhattan 356,000....Bklyn 170,000 
Manhattan 40,000....Bklyn 
Manhattan 330,000....Bklyn 160,000 
Manhattan 470,000....Bklyn 350,000 

4:15 am-**** Manhattan 74,000....Bklyn 17,000 

Meanwhile, in Manhattan, a country edition 

is also run simultaneously, about 210,000 copies, 


8:00 pm-ciTy 
9:30 pm-* 
11:00 pm-** 
1:40 am-*** 


subscription contract or carrier boy. 
The largest newspaper circulation in this country 
is bought, not sold, every day! 


@The bought newspaper makes a better buying 


6,000 


medium—which serves to explain why The News 
sells more merchandise to more people than any 
other medium on earth . . . The advertiser, 
obviously, can buy nothing better! 


THE [4 NEWS, New York’s Picture Newpaper, 
220 East 42nd St., New York ... Tribune Tower, Chicago 
155 Montgomery St., San Francisco 


mental agencies, use more reason- 
able pricing, and adopt more ethi- 
cal practices. 


Gunzendorter Leaves KROW: 
Alan Torbet Named 


Wilton Gunzendorfer, for the 
past four years manager of Sta- 
tion KROW, Oakland, Cal., has re- 
signed. Before joining KROW he 
was manager of KSFO in San 
Francisco, manager of KSRO, San- 
ta Rosa, and spent seven years 
with the Don Lee network. 

Replacing Mr. Gunzendorfer is 
Alan L. Torbet, who was formerly 
commercial manager of KPOJ, 
Portland; with KVAN, Vancouver, 
Wash., and with the Coos Bay 
Times and KOOS. 


Goodyear Names 2 Agencies 


Effective March 31, Goodyear 
Tire & Rubber Co., New Toronto, 
will use two Canadian agencies to 
direct the company’s advertising. 
Young & Rubicam will handle the 
publicity for automotive lines— 
tires, tubes, “Life Guards,” bat- 
teries and accessories. Cockfield, 
Brown & Co. will handle non-auto- 
motive lines, including Airfoam, 
Pliofilm, Neolite soles and heels, 
airplane tires and mechanical 
items. 


Appoints Overmyer A. M. 


Robert C. Overmyer has been 
named advertising manager of the 
South Wind division of Stewart- 
Warner Corp. in Indianapolis. He 
will handle the trade and consumer 
advertising and sales promotion 
for the military, aircraft and home 
heating equipment produced in the 
Indianapolis plant. 


Joins Avery & Bruguiere 


Harley M. Leete, formerly head 
of his own agency, has been 
named an account executive of 
Avery & Bruguiere, San Francisco. 


As a user of Words 
You will be inspired 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 

This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company — is none other than James H. 
McGraw. 

The size of this book is 64 x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 
An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$ 19° 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 

Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago 11, Il. 


Gentlemen: 
Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 


Title .. 
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Hobby Show Moves to WGN-TV 


“Hobby Parade,” sponsored by 
the Handicraft Division of Burgess 
Battery Co., Chicago, as a weekly 
half hour on WBKB since early 
fall (AA, Nov. 28), moved Jan. 10 
to WGN-TV, where it is telecast 
Tuesdays, 6:30-6:45 p.m., CST. 
Chicago hobbyists are guest stars, 
with Walt Newton, WGN and 
WGN-TV announcer, as new 
emcee. Ross Roy-Fogarty Inc. is 
the agency. 


THERE'S NO FINER 


ARTIST'S BRUSH 
ANYWHERE ! 


CRAFIINT 


| SERIES A" GENUINE RED SABLE 
WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., 0.) 
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Women Buy 55% 
of U.S. Goods, 
Study Indicates 


Purchasing Habit Check 
Finds Men Buy 30%, Men 
& Women Together, 11% 


URBANA, ILL.—Women make 55% 
of the purchases of goods con- 
sumed by American families; men, 
30%; men and women shopping 
together, 11%, and children, 4%, 
according to a survey made by 
University of Illinois marketing 
department faculty members. 

Results of the study are con- 
tained in the November, 1949, is- 
sue of “Current Economic Com- 
ment,” published by the univer- 
sity’s college of commerce. 

Data included in the report are 


based on 1,225 questionnaires, 
which were completed and re- 
turned by students at the Uni- 
versities of Illinois, Alabama, Mi- 
ami, Nebraska, Pittsburgh, Wash- 
ington and New York. They were 
asked to report on buying habits 
within their own families. 


s As compiled by Paul D. Con- 
verse, professor of marketing, and 
Merle Crawford, assistant in mar- 
keting, the survey has_ several 
limitations: 

1. Only 6% of the respondents 
were from families with less than 
$2,500 annual income, as compared 
with 25% to 27% of the total U. S. 
population in that group. How- 
ever, Prof. Converse found indica- 
tions that “variations in family 
purchasing according to income 
groups ...seem to be of relatively 
minor importance.” 


2. Relatively few farm families’ 


are represented. Results therefore 

refer to non-farm households. 
With these qualifications, the I- 

linois faculty members found that 


women make 88% of the purchases 
of their own clothing and that 
they buy 89% of draperies and 
curtains; 83% of kitchenware; 78% 
of girls’ clothing; 67% of groceries; 
41% of electrical appliances; 25% 
of hardware; 32% of furniture; 
18% of fuel; 11% of gas and oil; 
and 6% of automobiles. 


s Men buy 74% of their suits and 
overcoats; 79% of gas and oil; 74% 
of fuel; 72% of men’s toilet ar- 
ticles; 65% of hardware; 68% of 
automobiles; 20% of groceries; 
10% of kitchenware; 37% of elec- 
trical appliances; 5% of women’s 
clothing; 17% of boys’ clothing; 
5% of girls’ clothing; 35% of drugs; 
2% of draperies and curtains and 
12% of furniture. 

About 56% of the furniture in 
the American home is bought by 
the husband and wife together. 
They also purchase, together, 21% 
of men’s suits and overcoats; 24% 
of automobiles; 21% of electrical 
appliances; 9% of draperies and 
curtains; 6% of women’s clothing; 


...like California without the 


illion ollar aller of the ces 


The bald fact is this: When you miss the Billion 


eee 
Californians prefer. 


THE SACRAMENTO BEE 
Reaches 9 out of 10 families THE MODESTO BEE 
in ABC city zone . . . half i 
of all families in 19-county Reaches 9 out of 10 families 
Sacramento trading area. Of in Modesto where per capita 
all newspapers in the West, food sales are 323% above 
Media Records rank it 2nd the U.S. average . . . has 72 
in total daily advertising times more circulation in 
lineage. Stanislaus County than any 
/\ other daily newspaper. 
‘ 4 
\ 
@® /£ [ THE FRESNO BEE 
THE 7 Reaches 9 out of 10 families 
BILLION)’ in ABC city zone... half 
of all families in 4-county 
San Francisco ABC trading area. The only 
newspaper that covers the 
DOLLAR v4 nation’s 2nd wealthiest 
VALLEY ,7 farm county. 
e 
OF THE 
BEES 


Dollar Valley you miss California’s great inland 
market. A market with higher annual retail sales 
than the whole State of Maryland . . . greater drug 
sales than Chicago.* And you do miss this part 
of California unless you advertise inside the Val- 
in the strong /ocal papers that inland 


Those are the three McClatchy newspapers — 
The Sacramento Bee, The Modesto Bee and The 
Fresno Bee. Each is far and away the leading 
paper in its own area. And together, they cover 
the whole Billion Dollar Valley as does no other 
newspaper combination — local or West Coast. 


*Sales Management's 1949 Copyrighted Survey 


“ latchy ewspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York © Los Angeles * Detroit * Chicago * San Francisco 
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6% of kitchenware; 8% of gro. 
ceries; 7% of hardware; 7% of 
fuel; 4% of gas and oil; 8% of 
drugs. 

Children by themselves buy 12% 
of boys’ clothing; 11% of girly 
clothing; 5% of groceries; 4% of 
jewelry and 3% of hardware. 


@ Prof. Converse and Mr. Craw- 
ford also compiled data on the in. 
fluence which various members of 
the family exert on purchases. For 
example, men buy only 5% of the 
women’s clothing, but exert 16% 
of the total influence on the pur. 
chases. Women buy 6% of the 
automobiles but exert influence on 
25% of the purchases, 

When total influence in all pur. 
chases is compiled, the report con- 
tinues, women are found to have 
57% of the “say” in determining 
what is to be bought; men have 
35% of the influence and children 
8%. 

When several classifications were 
broken down by income group, it 
was found that there is somewhat 
less shopping together by husband 
and wife in low income families 
for furniture, groceries and men’s 
furnishings than in middle and 
upper income families. 


size of the town in which families 
live. Men are more important as 
buyers of consumer goods in small 
towns and cities than in large 
cities. 

The proportions of furniture, 
electrical appliances, groceries and 
men’s clothing purchases by men 
are smaller in the large cities, 
However, men buy more groceries 
in small cities than in small towns 
and villages. 

Comparison of the present study 
with*one made at the University 
of Illinois about 15 years ago sug- 
gests that men have more to do 
with the family’s purchases today 
than in the late 1920s. Women are 
buying somewhat less and chil- 
dren slightly more. There also 
seems to be a slight increase in 
shopping together by husband and 
wife. 


Seattle Ad Club Opposes 
Ban on Liquor Advertising 


The Seattle Advertising and 
Sales Club has adopted a resolu- 
tion expressing strong opposition 
to S. 1847, the bill introduced in 
the U. S. Senate which would pro- 
hibit advertising of alcoholic bev- 
erages in media crossing state 
lines. 

Declaring the bill would set up 
a “ridiculous” principle in pro- 
hibiting advertising of a legitimate 
article of commerce, the club’s 
resolution termed the bill “an un- 
justified restriction on newspapers, 
magazines and radio broadcasts 
i in interstate commerce” 
“a dangerous precedent... 
that might lead to similar adver- 
tising restrictions in the promo- 
tion of sales of automobiles, to- 
bacco, cosmetics and other com- 
modities.” 


Gotham Buys Big Schedule 
in ‘Women’s Wear Daily’ 


Gotham Hosiery Co. on Jan. 9 
launched a series of ads to appear 
each day throughout the year in 
Women’s Wear Daily on Page 6, 
along with the daily news sum- 
mary column. 

The schedule calls for 147,000 
lines during the year, and is the 
largest amount of space ever con- 
tracted for by a stocking manu- 
er in any Fairchild publica- 
ion. 


Herberger Quits Active 
Butler Bros. Role 


G. R. Herberger, chairman of the 
board of Butler Brothers, giant 
Chicago wholesaler, has withdrawn 
from active participation in the 
management and operation of the 
company, although continuing to 
serve as chairman of the board and 
chairman of the executive com- 
mittee. 

B. R. Prall, elected president last 
May, Will direct management and 


operation. 
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PHOTOGRAPHIC REVIEW 


STRATEGISTS—Three members of the National Sales Executives meet with Paul 

Hoffman, ECA administrator, to plan the group’s trip to England to meet with 

members of the British organization, Incorporated Sales Managers Association, in 

March. Left to right are R. A. Whitney, president, National Sales Executives; Mr. 

Hoffman; A. H. Motley, publisher of Parade and chairman of the NSE board; and 
Don Mitchell, president, Sylvania Electric Products. 
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— BETTER THAN EULER S 


EYE APPEAL—Fisher Body Division, General Motors, bids for the Evening Post and Jan. 28 Collier’s. Each orchid corsage, of course, 
woman’s vote with this color spread in the Jan. 14 Saturday represents a GM automobile. Kudner Agency handles the account. 


ON CROWELL TOUR—Among the several hundred people who went on a tour of 
the new Crowell-Collier building in New York were: William S. Forbes, chairman, 
Platt-Forbes; T. L. Brantly, v.p. and advertising director of Crowell-Collier; W. H. 
Enell, advertising director of Paterson-Parchment Paper Co.; William S. Walker, 
Platt-Forbes v. p.; and Schuyler Kudner, v. p. of Kudner Agency. 
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ROSS ROY VETS—Ross Roy (seated), president of Ross Roy Inc., Detroit agency, pre- 
sented awards to these nine employes, who have been with the company ten or 
more years. Left to right, they are Charles Ashleman, artist; Vera Andracke, sec- 
retary; Carl E. Hassel, media director; Margery Link, space buyer; Mildred Bauslaugh, 
personnel director; Howard W. Ashleman, art director; Ora Tellier, mailing super- TURNED ON—Union Carbide & Carbon’s 
visor; Richard R. Russell, traffic manager; and John W. Hutton, vice-president in giant flashlight in Times Square was 

charge of art. turned on New Year's Eve, with An- 
toinette Concello, Ringling Bros. aerialist, 
swinging from c trapeze to press the but- 
ton for the benefit of the crowd below. 500-POUNDER—W. Elmer Seaman (left), vice-president of Chain Store Age, was first 
The 26’-high flashlight, advertising Ev- with the knife in presenting Godfrey M. Lebhar, chairman and editor-in-chief, and 
eready batteries, throws a beam five Arnold D. Fried , president and publisher, with a piece of a 500-lb. cake com- 

miles skyward. memorating the silver jubilee of the publication. 
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LASSIE PRESIDES—The star of John Morrell & Co.’s “Lassie Lassie show; E. F. Paxson, manager of the Morrell savory foods 

HOW TO DO IT—Instead of using scare heads, Mutual of Omaha illustrates proper | Show” greets a young visitor at the opening of the Red Heart division; Les Petersen, M-G-M radio director; Mrs. Glenhall Tay- 

use of tools in this two-color safety ad, first of a series, which appeared in the Jan. dog food maker’s $250,000 addition to its Los Angeles branch. lor; Glenhall Taylor, manager, N. W. Ayer & Son, Hollywood; 

14 issue of The Saturday Evening Post. The same copy is scheduled for the Jan. Left to right at the open house party are James S. Austin, Rudd Weatherwax, Lassie’s owner; and Charles Lyons, announcer > 
23 issue of Life and Jan. 30 Time. sales manager, Ottumwa plant; Frank Ferrin, producer of the on the program. The young lady is Gail Lou Davidson. 
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GETS 14 
OF $20,0 


about results: 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 
00 JOB... 


And here’s what he said 


No. 3483. Convenient Guide to West 
Coast Radio. 

Offered by Don Lee, “A Presen- 
tation of the Pacific Coast for 
Your Use in Evaluating Network 
Radio” contains wall-size maps in 
full colors showing station loca- 
tions for four networks, topogra- 
phy, population density, and sales 
response by counties for all Pacific 
Coast states. Added conveniences 
are tables of market data, and sta- 
tion locations, power, and network 
affiliations. 


No. 3490. The Small-City Market 
for Fuels and Appliances. 


Pointing out that homes are 
larger, families are larger and new 
building more active in smaller 
cities than in metropolitan centers, 
Household presents “Power and 
Fuel for Appliances and Heating” 
—a study covering types of fuels 
used, their application to refriger- 
ators, ranges, water heaters, and 
furnaces, and break-downs by 
sizes of communities. 


No. 3491. New Study of Tacoma 
Market. 


Showing how average sales and 
income per capita are well ahead 
of the national averages, “Think 
Twice About Tacoma” is a new 
market and media brochure of- 
fered by the Tacoma News Trib- 
une, which gives latest data on the 
lower Puget Sound region as a 
_ market and the city of Tacoma as 
a separate, self-sufficient indus- 
trial and distribution center. 


No. 3493. Useful Data for Sheboy- 
gan, Wis. 

The Sheboygan Press offers a 
useful new guide to its market, en- 
titled “Sheboygan, Wis.’—giving 
population figures, breakdown of 
industries, detailed map of the 
trading area, rote lists of drug 
stores and grocery outlets, gen- 
eral statistical information, and 
suggestions for test campaigns. 


Information for Advertisers © 


No. 3492. How to Reach Negro 
Market Through Movies. 


“America’s Great Unsold Mar- 
ket of 14,000,000 People” is a new 
booklet prepared by the National 
Theatre Advertising Co., Memphis, 
describing the Negro market and 
how it can be reached through 
movie commercials. It tells how 
the films are produced, how dis- 
tributed, the coverage available, 
how circulation is guaranteed and 
checked, costs, etc. 


No. 3487. New Opportunities in 
Point of Purchase Advertising. 

In a new brochure, “39 Ways to 
Use Mystik,” Chicago Show Print- 
ing Co. offers a series of idea-pro- 
vokers for nailing down any adver- 
tising campaign at the point of pur- 
chase. Available in any size, any 
shape, any colors, Mystik sticks to 
anything, and can be put up in- 
stantaneously by the salesman or 
driver. Suggested reading for every 
man thinking-through a complete 
campaign. 

No. 3495. New Aid for Space 
Buyers. 

Ward-Griffith Co. offers a new 
sheet which provides just what the 
title indicates—“City Zone Popula- 
tion of All Daily Newspaper Cities 
in United States, Canada, Alaska, 
Hawaii, and Philippine Islands.” 
States are listed alphabetically; 
cities in order of their population. 
A handy check-list of populations, 
circulations, and milline rates is 
included. 


No. 3498. Household Laundry Sur- 
vey. 

In a 40-page book, “Laundry 
Equipment, Cleaning Supplies,” 
Household tabulates the results of 
4,000 questionnaires covering pre- 
sent ownership and buying inten- 
tions—by brand name—of wash- 
ing machines, irons, mangles, water 
heaters, soaps, cleaners, waxes, 


starches, etc. 


Note: Inquiries for items listed above will not be serviced beyond Feb. 27. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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Cash with order Figure bold face heads 


y deadline Thursday noon, |) doys preceding publication 
dote Display clossified advertisements take card rote of $1075 per column inch, Regu- 
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HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 


ADVERTISING SPACE SALESMAN 
FOR INDUSTRIAL PUBLICATION 
We have two openings - one in New York, 
one in middle west from Chicago office - 
for young, aggressive, hard-working men 
of outstanding personality. Positions open 
are to sell advertising for old, estab- 
lished, industrial publication. Experience 
preferred in space sales or in industrial 
chemical or equipment sales or opera- 
tions. Salary and expenses. Write fully, 
stating age, background, and salary ex- 
pected. Will interview in New York, Chi- 

cago, or Cleveland. 
Box 2879, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


FRED J. MASTERSON 

ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 

AGENCY SALESMAN WANTED 
Established Chicago Agency seeks young 
man with ability to sell agency services. 
Generous compensation and full agency 
help in developing billings. 

Box 2880, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MEDICAL RESEARCH 
COORDINATION 
Liaison between medical department and 
sales and advertising division in ethical 
pharmaceutical firm; also head medical 
editing and correspondence unit. Must 
have experience in technical writing and 
administration in medical and/or pharma- 
ceutical fields. M.D. or Ph. D. preferred. 
Age 35 to 45. Send complete resume to 


Employment Manager, P.O. Box 7929, 
Philadelphia, Pennsylvania. 

Art Director—TV exper. Open 
Agric. Copywriter—Agcy exp. $5200 
Ask For 
ELINOR KENT 
Advertising . Art . Publishing 
Placements 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Har, 7-6520 


POSITIONS WANTED 
PUBLICITY, PROMOTION, PUB. REL 
Publicity and promotion director, 16 years 
experience, available for new publicity, 
sales promotion, public relations assign- 
ment. Can plan, execute campaigns start 
to finish. Minimum salary—$11,000. 

Box 2867, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


SPACE SALESMAN AVAILABLE 
Go-getter for new business. College grad- 
uate. Well acquainted in Chicago terr. 

Box 2883, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CIRCULATION AND DIRECT MAIL MAN 
For 12 years have had complete charge of 
circulation and direct mail for national 
trade magazine. Seeking new connection. 
Box 2884, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Young Art Director wants to join with good 
copywriter or group desiring to form new 
agency. Thoroughly competent, reliable, 
sober. Can furnish excellent references. 
Box 2885, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Adv. & Sales Prom. Mgr. of medium-size 
company seeks similar all-around position 
with company or copy-contact job with 
agency. Ability to coordinate and follow- 
through backed by company and agency 
experience in copy, layout, adv. produc- 
tion and publicity. Present duties also in- 
clude product development, merchandis- 
ing, market analysis and distributor con- 
tact. Univ. graduate. Age 31, single. Chi- 
cago or Dallas preferred. For complete 
resume, write 

Box 2886, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TOP FLIGHT ADVERTISING 
EXECUTIVE AVAILABLE 


* He has been a Vice-president 
of one of the biggest 4-A 
agencies for 15 years. 


* In his forties, he is a seasoned 
advertising, sales and mer- 
chandising executive with an 
exceptional reputation in the 
agency field. 

* His background is studded with 
many nationally known suc- 
cesses—his list of clients and 
agency references represent 
America’s top businesses. Foods, 
Drugs, Soft Drinks, Hard Goods 
and Services are fields in which 
he has demonstrated outstand- 
ing abilities. He is thoroughly 
grounded in all the steps nec- 
essary to market any consumer 
product. 

* Salary in reasonable five fig- 
ures. 

To contact this man, write or telephone 


Peter Strong 207 East 37 Street, New 
York City 16; MU-7-3774 


FORMER ADVERTISING DIRECTOR 
of Leading Trade Publication, mature, with un- 
usual record of achievement in building sales 
and staff, and in personal selling, available 
for p with publishing organi- 
zation. Can direct publication or department, or 
will undertake market representation. Box 7518, 
Advertising Age, 11 E. 47th St., New York 


thi tei 


17, N. Y. 


REPRESENTATIVES WANTED 
NATIONAL SERVICE PUBLICATION 
200,000 circulation, desires established ad- 
vertising representatives to work east and 
west et - 4 straight commission on 

rite 
2882, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write’ for Folder of Stock Illustrations. 
John Andrews 1504 Dodge, Omaha, Nebr. 
Venture - Capital Opportunity! 
Technical editor in position to evaluate 
trends needs $50,000 to launch marketing 
of patentable device in basic hobby field 
with 3 million current participants and 

very great potential. 
Box 2881, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WHAT PRICE EXPERIENCE, 
MR. AGENCY PRESIDENT? 


Wouldn't it be a gens and glorious feel- 

ing to relax a little and be confident that 

your business marched on unperturbed? 
But look around you. How much com- 


tent direction do you have at your call? 

ow many are there who will e re- 
sponsibility? 

The answer to this question might be 
right here! Because here offered are the 
services of a man with we of experi- 
ence. His experience anything but 
stereotyped. e never married a boss’ 
daughter, never eee an account from 
a Fraternity brother, never drank a client 
into submission. 

His experience covers big  — oper- 
ation and small town people. He has 
rubbed elbows with John Public and 
Franz the Grand Duke. 

He had guts enough to chuck the bi 
time and find out what makes people tic 
West of the Hudson. And he learned more 
about agency operation from this Ivory 
Tower than was ssible from the rare 
strata of Gotham Towers. 

If you need and want a strong right arm 
and have $20,000 and guarantees to give, 
here’s your man! Find out about him. 

Box 7517, ADVERTISING AGE 
11 East 47th Street, New York 17, N. Y. 


BO 


Square peg advertising man in 
wrong hole wants job where 11 years’ 
experience in copy, layout, produc- 
tion, publicity and space sales can 
be honestly exercised to profit both 
employer and himself. 

If you have an advertising job 
to be done, in or near Chicago, please 


write: 
Box 7515 
Advertising Age 
100 E. Ohio, Chgo 11 


AGENCY PARTNERSHIP WANTED 


Successful account executive, age 
36, 15 years of intensive, competitive, 
rounded, advertising experience. 
Ready to back his ability with sub- 
stantial cash investment for partner- 
ship. 

Interested only in top flight suc- 
cessful agency where the owners are 
looking years ahead to retirement and 
desire experienced younger blood to 
carry on. 

Principals only, naturally in confi- 
dence. 


Box 7516, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


> 
Advertising Age, January 16, 195 


Sports Shown Most 
on Video in N. Y. 


New York—Sports, which take 
up 18% of the total telecasting 
time, continue to dominate the 
program schedules of New York 
stations, Pulse Inc. reports after 
an analysis covering the last six 
months of 1949. 

Runners-up, from the stand. 
point of time devoted to them, 
are westerns and serials, with 
11.2%, and kid shows, with 9.0%. 
Percentagewise, sports have fallen 
off from July-December, 194% 
when this type of entertainment 
was offered during 23.4% of TV's 
time in New York. 

In the rating sweepstakes, these 
were the most popular categories 
during July-December, 1949: com. 
edy-variety, 19.8; drama and mys- 
teries, 17.0; talent programs, 14.0; 
baseball, 12.6; situation comedy, 
12.1; wrestling, 11.6;- all sports 
combined, 10.4, and Roller Derby, 
10.1. 


Hatfield Heads New Setup 


Robert S. Hatfield, formerly as- 
sistant to the vice-president in 
charge of sales of Continental Can 
Co., has been appointed district 
sales manager of Continental’s new 
Milwaukee sales office at 735 N. 
Water St. Ray W. Caldwell and L. 
J. McNally, sales representatives; 
Charles W. Robertson, sales office 
manager, and James H. Smullen, 
sales. order correspondent, have 
been transferred to Milwaukee 
from Chicago. 


Rules on TV Contracts 


A television set owner’s service 
contract does not constitute an in- 
surance contract. So says the 
Pennsylvania State Insurance De- 
partment, in response to queries 


from the Better Business Bureau in ; 


Philadelphia. Ralph H. Alexander 
of the department also said that 
renewals of service contracts do 
not constitute insurance contracts, 
despite a contrary ruling in New 
York state. 


Two to Rieser-Guenther 


The Glessner Co., Findlay, O., 
manufacturer of Dr. Drake’s 
Glessco cough remedy, has ap- 
pointed Rieser-Guenther Inc., Cin- 
cinnati, to direct its radio adver- 
tising. Payne Tool & Engineering 
Co., Springfield, O., which makes 
an atomic puzzle novelty, has 
named the agency to handle its 
campaign. Newspapers, magazines, 
radio and television will be used. 


‘Herald-Journal’ Appoints Two 


Schubert McCutcheon has been 
named retail advertising manager 
of the Herald-Journal, Spartan- 
burg, S. C. L. W. Hampton has 
been appointed assistant retail ad- 
vertising manager. 


Advertising and Promotion Assistant 
Advertising and promotion assistant, under 
35, for leading Chicago publisher of trade 
magazines. Strong on copy, ideas, follow- 
through. Three-five years experience de- 
sirable. Excellent opportunity, congenial, 
hard-hitting organization. Give complete 
details, age, present and past positions, 
Salary desired, availability, etc. Box 7519, 
ADVERTISING AGE 100 E. Ohio St., 

Chicago 11, Ill. 


Available at $15,000. 


Do You Need To 
Strengthen Your Organization? 


Executive . . . energetic, capable, with broad back- 
ground in business and sales management, advertising, 
merchandising, engineering and economics. Unusual 
analytical ability. Experienced chief copywriter, ac- 
count executive and plans man. Industrial and consumer 
fields. Personable. 42. Pleasant. Co-operative. Family. 


Box 7514, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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SURRENDER—Signal of a lost battle of 

speeds is this full-page RCA Victor ad an- 

nouncing that it will make records in ali 

speeds, including 33!/3, introduced by 
Columbia. 


Hicks Monitors 
Chicago TV Shows 


CuIcaGo—Joseph W. Hicks, head 
of the public relations organiza- 
tion bearing his name, is branch- 
ing out into another field—that of 
checking television programs for 
agencies, sponsors and others. 

Mr. Hicks’ new TV-Air-Check 
service is now available to monitor 
Chicago video programming. The 
service supplies either b&w still 
pictures or sound-on-film movies 
photographed directly from TV 
sets. The stills or films can be de- 
livered within 24 hours after tele- 
casts, together with statements of 
time, station and condition of re- 
ception. 

The service is also available here 
to stations, to provide perrnanent 
records of shows. TV-Air-Check’s 
offices are at 141 W. Jackson Blvd., 
the same as those of Jos. W. Hicks 
Organization. 

TV-Air-Check is believed the 
only company monitoring TV 
through pictures. Several other or- 
ganizations “listen in” on TV, as 
well as radio shows (AA, Dec. 12). 


Louis de Garmo Forms 
New Advertising Agency 


Louis de Garmo, who for the 
past six years has been with Albert 
Woodley Co., has formed his own 
advertising agen- 
cy, de Garmo Inc., 
with offices at 57 
Park Ave., New 
York. He is pres- 
ident of the new 
agency. 

Associated with 
Mr. de Garmo are 
Herbert M. Loges, 
art director; Mrs. 
Amada terVehn, 
office manager 
and in charge of 
Space buying, and 
E. Alexander Borts, CPA, in charge 
of accounting and billing. 


Louis de Garmo 


Maclean-Hunter Promotes 2 


N. Roy Perry, business manager 
of Maclean’s Magazine and Chate- 
laine, has been named director of 
research of Maclean-Hunter Pub- 
lishing Co., Toronto. He will con- 
tinue as business manager of 
Chatelaine but Douglas M. Gow- 
dy, manager of Financial Post, 
will take over Mr. Perry’s duties 
as business manager of Maclean’s 
Magazine. 


Gregory Gets New Post 


Sherman D. Gregory, formerly 
general manager of Terminal 
Broadcasting, New York, which 
sold time for commercials in Grand 
Central Station, has joined Trans- 
portation Displays in an executive 
Capacity. Both companies are 
headed by F. LeMoyne Page. 


UPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 


Murray Corp. Names Coen 

Murray Corp. of America, Scran- 
ton, Pa., has appointed Larry E. 
Coen, formerly sales executive with 
American Central Division, Avco 
Mfg. Corp., as regional sales man- 
ager of the Home Appliance Divi- 
sion, with headquarters in Chicago. 


‘Outdoor Tips’ Names Evans 

Norris Evans, formerly with 
True and Sports Afield, has been 
appointed eastern advertising rep- 
resentative for “Outdoor Tips,” 
editorialized newspaper advertis- 


Te a dee ty 


ing column. The column delivers 
2,593,000 ABC circulation in Sun- 
day sports sections of newspapers, 
and commitments by advertisers 
for 1950 are 200% greater than in 
1949, according to Paul A. Meyers, 
publisher. 


Falk Shifts Personnel 


Falk Corp., Milwaukee, has 
named Arthur L. Larson assistant 
to the sales manager and manager 
of the sales inquiries division. Ro- 
land E. Govan will head the com- 
pany’s new sales promotion de- 


partment. William J. Urban has 
been named coupling sales mana- 
ger, and Don K. Lambert distribu- 
tion sales manager. 


Issues Booklet on Plastics 


The U. S. Department of Com- 
merce has published “Available 
Patents—Plastic Products and 
Processes,” the third report in a 
new “product opportunity” series. 
The 76-page booklet offers ideas 
for new or additional plastic prod- 
ucts in some 21 product fields. 
Items listed have been taken from 


39 


the Register of Patents Available 
for Licensing or Sale, maintained 
by the Patent Office. Copies are 
available at 25¢ each from the 
Superintendent of Documents, U. 
S. Government Printing Office, 
Washington 25, D. C., or from any 
——- of Commerce field of- 
ice. 


Appoints Hayden 


Canadian Name Plate & Mfg. 
Co., Montreal, has appointed A. E. 
Hayden as director and sales man- 
ager for the Province of Quebec. 


adverti 


bring your layouts to life... print on 


INTERNATIONAL HUDSON GLOSS 


The story is out, and it’s on International's HUDSON GLOSS! The fine 


performance —on flat-bed or rotary presses, with single or multiple-color 


printing. The versatility —for booklets, broadsides, house organs, all sorts of 


for letterpress printing! International Paper Company, 


INTERN 


220 East 42nd Street, New York 17, N.Y. 


ATIONAL 


sing literature. And the value—here’s a real buy in a process-coated book paper 


PAPERS 


for Printing and Converting 
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Ad Fried Adds 3 Clients 


Murry F. Fields Associates, toy 
manufacturers’ representative, has 
appointed Ad Fried Advertising 
Agency, Oakland. The agency has 
also been named by Standard 
Vacuum Cleaner Co. and El Nido 
Ranch Restaurant, Lafayette, Cal. 


Poss, Coffey Form Agency 


Ralph L. Poss, formerly in the 
printing business, and Bob Coffey, 
a free lance art illustrator, have 
established an advertising agency 
in Denver at 924 Broadway. The 
new agency will specialize in di- 
rect mail. 


Use 
Well-Balanced, 
— Stable, 
Self 


rcester— 


ined 


Send direct for our four 
page study, “Worcester— 
Well Balanced for Test 
Campaigns,” or ask 
Moloney, Regan & 
Schmitt, Inc., our national 
representatives. 

The Worcester Tele- 
gram-Gazette completely 
blankets this active, pros- 
perous and compact mar- 
ket. Daily circulation in 
excess of 140,000. Sunday 
over 100,000. 


In Worcester — the city of 
healthy industrial diversity, 
sound economic growth and 
consistent stability, you can 
measure test results accurate- 
ly and quickly. Worcester is 
recognized as an ideal test 
market with ALL EIGHT 
qualifications: 


Diversification of 
Industry 

Agricultural Prominence 
Population Balance 
Income Stability 
Business Activity 
Compactness of Market 
Distributive Outlets 
Blanket Coverage 


We TELEGRAM: GAZETTE 


WORCESTER, M 


GEORGE FE Boor Pub&isher- 


MOLONEY, REGAN & SCHMITT, 


OWNERS of RADIO STATION WTAG 


ASSACH USETTS — 
INC., NATIONAL REPRESENTATIVES 


__NEED MORE 
COVERAGE? 


incredible coverage, coupled 
is a combination that can't be 


KFYR's policy of building programs 
especially designed for folks of the 
Upper Midwest pays off at the cash 
register. Ask any John Blair man to 
give you the facts. 


Smart advertisers know from experience that KFYR’s almost- 


from dealers’ shelves to farm (and city) homes. 


A LITTLE 
BARE 
AIN'T CHA! 
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with intense listener-loyalty, 
beat for moving merchandise 


KFY 
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Godfrey Continues 
to Save 10%; Signs 
Contract with CBS 


New YorkK—Columbia Broad- 
casting System has scotched ru- 
mors that Arthur Godfrey was in 
the mood to let one of the major 
talent agencies represent him by 
signing a long-term contract with 
the redhead for his continued ex- 
clusive radio-TV services. 

Represented by his lawyer, C. 
Leo DeOrsey, in the negotiations, 
Mr. Godfrey is one of the few 
big names in show business who 
doesn’t pay 10% or better to one 
or more agents or business repre- 
sentatives. He also has no press 
agent. 

CBS did not reveal the terms 
of the new agreement with its top 
money maker. The supposition is 
that ample provisions for wage in- 
creases were included. Mr. God- 
frey’s yearly take for 73%4 hours of 
radio and video work weekly for 
Chesterfield, Lipton’s, Gold Seal, 
Wildroot, Toni and National Bis- 
cuit is estimated all the way from 
$500,000 to $1,000,000. 


Fred Fadell Agency 
Adds Ten to Staff 


A staff of ten has been named by 
the new advertising and public re- 
lations company of Fred Fadell & 
Associates, Minneapolis. All are 
former associates of the Fadell 
Co., now operated by Michael Fa- 
dell, brother of Fred, following a 
split- -up of operations. 

Those who have joined Fred 
Fadell & Associates include John 
Pikala, head of radio and TV; Eben 
M. Grundy, account executive; 
George F. Lalla, head of art and 
production departments; Rolf K. 
Mills, director of public relations; 
Norman J. Harris and William S. 
Wheeler, account executives; and 
Alyce Bahneman, Lorraine Friedl, 
Betty Pearson and Mrs. Helen 
Schuh, office personnel. 


WERI Changes Hands 

WERI, Westerly, R. I., has been 
purchased for $71,000 by Lee S. 
Greenwood, Springfield, Mass., 
and Richard G. Moore, Ware, Mass. 
Warren Greenwood, assistant -man- 
ager of WHAV, Haverhill, will 
manage the station. 


Field Starts Own Firm 

Mervin D. Field, formerly with 
Field & Peacock Associates, has 
launched his own research com- 
pany at 400 Montgomery St., San 


LEFT TURN—Chicago Printed String Co. 


Edition) and Variety Merchandiser. 


uses this back-to-back ad, appearing in 
right-hand to left-hand positions in January issues of Chain Store Age (Variety 


Stacks of dimes and quarters, the prices of 
the two sizes of Crinkle-Tie, approximate the appearance of spools of the product. 
Tim Morrow Advertising, Chicago, prepared the ad. 


NAEA Chicago Meet 
Will Feature Barnes, 
Kasper and Fleming 


Cuicaco—Joseph P. Kasper, 

president, Associated Merchandis- 
ing Corp.; Harold S. Barnes, di- 
rector of the Bureau of Advertis- 
ing, American Newspaper Pub- 
lishers Association, and Dr. Arthur 
S. Fleming, president, Ohio Wes- 
leyan University, will be featured 
luncheon and dinner speakers at 
the annual meeting of the News- 
paper Advertising Executives As- 
sociation’s annual meeting here 
Jan. 23-25. 
In addition, Dwight B. Austin, 
president, midwestern division, 
Great Atlantic & Pacific Tea Co., 
will present A&P’s case in his talk 
on “A&P in the newspapers.” 

Dr. Philip M. Hauser, acting di- 

rector of the Census Bureau, will 
speak on “Census facts sell adver- 
tising’”; Bruce Campbell of the 
Montreal Star will address the 
group on the subject of increas- 
ing advertising in a declining mar- 
ket, and Philip A. Burton, profes- 
sor of journalism, Syracuse Uni- 
versity, will talk on “what re- 
tailers think of newspaper ser- 
vice.” 
Beginning Tuesday afternoon, 
NAEA members will begin a series 
of round table discussions, which 
will continue through Wednesday 
morning. 


Francisco. 


The meetings will cover special 


editions, national advertising in 
small markets, fighting the shop- 
ping newspapers, television and 
what to do about it, sliding ad- 
vertising scales in the national 
field, color versus b&w, and ways 
and means of increasing local ad- 
vertising revenue. 


GE Clocks Now Wired for 
Sound; Can Give Ad Story 


General Electric Co. has in- 
stalled its new “electronic narra- 
tor” in commercial clocks, permit- 
ting outdoor and other commercial 
clocks to deliver audible sales 
messages at frequent intervals. 
Messages can be changed at will, 


and no rewinding or resetting is — 


necessary, the company says. 

The “narrator” is a magnetic 
tape recording machine’ which 
provides up to two minutes of re- 
cording. When installed in a clock, 
it can be set to start automatically 
at any given time interval. 


‘Highway Traveler’ Boosts 
Guarantee and Rates 


The Highway Traveler, Chicago, 
established in 1929, will be pub- 
lished quarterly in 1950, with is- 
sues in circulation Feb. 15, May 15, 
Aug. 15 and Nov. 15. 

Circulation guarantee has been 
increased to 500,000, and rates have 
been set at $840 per page, one time. 


Furgason to Direct Ads 


Gene Furgason has been ap- 
pointed national advertising di- 
rector of The Cotton Trade Jour- 
nal, Memphis, and a director of 
the publishing company. 


when you want them. 


BISMARCK, N. DAK. 


But you'll be as frisky as a young colt when 
your production headaches are passed on 
to Washington . . . for fine printing plates 


“GAD I FEEL HORSEY TODAY” | 


WASHINGTO 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343—44—45 


COMPANY 


ILLINOIS 
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a Along the Media Path 


» Vending machines for tooth 
prushes, razor blades, sun tan 
grays, hosiery, heart beat ma- 
chines and coin-operated hair 
dryers are a few of the new types 
of coin-operated machines listed 
among 225 types now available, 
according to the 1950 Source Book 
of the Coin Machine Industry, 
which has just been published by 
Coin Machine Review, Los An- 


gees. 


¢ Unusually successful local pro- 
motion was the career conference 
sponsored by the Chicago Sun- 
Times in conjunction with the Chi- 
cago Technical Societies Council 
and the Illinois Institute of Tech- 
nology, Dec. 27-29. Hundreds of 
business men lectured to Chicago 
area high school students and dis- 
cussed every kind of conceivable 
career with them. 


e American Druggist has dis- 
tributed to “those who manufac- 
ture, sell or advertise drug store 
products” a bound volume con- 
taining a collection of 62 editorials 
written by John W. McPherrin 
since he became editor of the pub- 
lication in 1942. The volume, called 
“Where We Stand,” contains a 
foreword by E. W. Timmerman, 
publisher, which points out that 
the policy of American Druggist 
“is to make clear its stand on any 
question affecting the retail drug- 
gist, or the drug industry.” 


e Peoria Engraving Co., Peoria, 
Ill, celebrated its 50th anniversary 
with an open house in mid-De- 
cember. Visitors from the area 
served were invited to view the 
results of the company’s recent 
modernization program and inspect 
new processes and techniques put 
into operation in the past year. The 
plant was in full operation, so vis- 
itors could see the changes made 
since the company was purchased 
by the owners of G. R. Grubb & 
Co., engravers of Champaign, III., 
and Edward A. Brown, general 
manager at Peoria. 


e The Philadelphia Inquirer has 
distributed a business calendar for 
the 11th consecutive year. It lists 
all commercial events, holidays, 
special weeks, historical events, 
and other special opportunities for 
retailers. 


e KFH, Wichita, has launched a 
new series of Sunday afternoon 
programs, “Let’s Go Visiting,” 
which features recorded visits to 
various manufacturing plants in 
and around the city. 


@ Requests for more than 500,000 
reprints of the two-part special 
report on taxes featured in its 
Dec. 12 and Dec. 19 issues have 
been received by Newsweek, add- 
ing up to an all-time record for 
reader response. 


@ The Milwaukee Journal, which 
claims world leadership in news- 
Paper color printing, carried 567 
color pages in regular news sec- 
tions in 1949. Of these, 270 were 
in full color. 


@ The 11th annual national Amer- 
ican Fashions competition, with 
prizes totaling $5,500 for original 
sketches or drawings of any article 
or ensemble of women’s outer 
Wearing apparel, has been an- 
hounced by the Chicago Tribune. 
- must be mailed by April 


@ The Toledo Blade carried a 54- 
Page mid-century section in its 
Jan. 1 issue, one of the largest such 
Issues to be produced by any news- 
Paper. Of particular interest were 


the back pages of the section, 
which the Blade utilized for a “re- 
port to its readers,” reviewing ac- 
complishments during 1949. 


e A number of newspapers issue 
merchandising papers which go to 
retail grocers, druggists, and others, 
and contain news of advertising 
schedules, special promotions 
planned, etc. The Post, Salisbury, 
N. C., has one called “Post Food 
News,” its distinctive feature be- 
ing that it appears in four-column 
space in the regular issues of the 
daily once each week. It lists food 


4 ab ey 


products advertised, and since the 
first of the year, also includes an- 
nouncements of new advertising 
schedules, publicity and recipes. 


e Industrial Equipment News is 
pretty excited about the fact that 
three simple editorial announce- 
ments carried in July, August and 
September issues brought more 
than 2,000 inquiries for copies of 
“Thomas’ Register Jr.,” a con- 
densed version of the huge Thomas’ 
Register. Almost one-quarter of 
the inquiries were in the form of 
personal letters. 


e@ Ebony has prepared a 17-minute 
film strip of “do’s and don’ts” for 
salesmen selling to the Negro mar- 
ket, which is available without 


charge to sales managers for show- 


ings and discussions at group meet- 
ings. William P. Grayson, eastern 
advertising manager of Ebony, 52 
W. 42nd St., New York, is handling 
bookings. 


e Approximately 3,000 employes 
of the Gannett Co., Hartford, which 
operates 19 newspapers and six 
radio stations, will share in the 
company’s profits. Individual 
shares depend on length of service 
and earnings in the past five years. 


To Stuart & Associates 

H. L. Stuart & Associates, Cleve- 
land, has been named Ohio and 
western Pennsylvania representa- 
tive of the Store Modernization 
Institute, New York, publisher of 
Store Modernization Reporter. For- 
merly an annual publication, it 
becomes a quarterly this year. 
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Mahoney Buys N. H. Paper 


The Argus Champion, Newport, 
N. H., has been sold to Nicholas 
J. Mahoney Jr., formerly general 
business manager of E. Anthony 
& Sons, by William R. Smith and 
Cesare Del Vaglio. Mr. Mahoney 
was formerly business manager of 
the New Bedford Standard-Times. 


Two Appoint Byrum Agency 


Capitol Fertilizer Co., Denver, 
and Vans Royal Chinchillas have 
appointed Byrum Advertising 
Agency, Denver, to handle their 
advertising. 


Cott Beverage to Dowd 


Cott Beverage Corp., New 
Haven, Conn., has placed its ad- 
vertising with John C. Dowd Inc., 
Boston. Newspapers, radio, tele- 
vision and outdoor will be used. 


PEPE 0 Sil So apis 
Py CEPT, 


a eat 


. Advertising space booked 
for 1950 in LIFE International 
already exceeds the 
total carried during the 
entire year 1949. 


A powerful new 
foree iin 


INTERNATIONAL 
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AA Writer Finds 1900 Issues Smaller, 
More Sedate, But Not Too Different 


By CAMERON Day 

New YorK—“Unquestionably to 
the great body of business men the 
outlook on the threshold of the new 
year is very bright...Last year 
was a year of wonders, a veritable 
annus mirabilis, in business and 
production... But the rapid rise 
in prices...within the past year 
must tend to check trade.” 

This familiar sounding comment 
from an editorial in the New York 
Times of Monday, Jan. 1, 1900, 
indicates that times have not 
changed too much. 

The same paper, like its counter- 
part in the first week of 1950, re- 
flected general optimism for most 
lines in the coming year. It also 
reported that the Germans were 
upset because the British had 
seized and searched a German 
steamer, and the Kaiser was pre- 
paring a “significant” statement. 


Also, there was unrest among the 
Filipinos, William Jennings Bryan 
was expected in New York to con- 
fer with Democratic leaders, and 
B. Altman & Co. advertised ladies’ 
cloaks from $6.75 to $12.75. 

Maude Adams was slated to 
appear at the Criterion Theater in 
“The Little Minister.” William 
Gillette was playing Sherlock 
Holmes at the Garrick, a team 
called Weber & Fields was at the 
Music Hall, and Lord & Taylor was 
offering linen sheets at $2.75 a 
pair. 


ws The Times which cheerfully 
surveyed the year 1900 was only 
14 pages, plus its small special 
financial supplement. To accom- 
plish the same survey of the year 
1950, the Times devoted two 
bulky special sections two days 
running of 47 and 45 pages respec- 


Make that pleasure 


drive a sales drive 


SHOWMANSHIP. Millions of motor- 
ists see the famous Esso posters 
every day of the year. You, too, 
can tell your story on posters — the 
showmanship medium. They’re big 
colorful — dramatic — well placed! 
Let us show you how to put GOA 
showmanship to work on a local, re- 


gional or national basis.Send for com- 
plete information today. General 
Outdoor Advertising Co.,515 South 
Loomis Street, Chicago 7, Illinois. 


% Covers1400 
leading cities 
and towns 


New Process 
Gives Improved 
COLOR FIDELITY 


At last, truly flexible /oca/ color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
selectively. 


Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jentzen 
recently sent us 13 Kodachromes 
... Some dark, some light, most 
of them “off.” From these we 
made 13 Chromart Prints, uni- 
form in overall tone, yet match- 
ing the swatches furnished! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 
America’s Oldest Colorprint Service 


Our new /ocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing air brushing 
and excessive re-etching on the 
printing plates. 


CHROM ART Prints, made from 
your color films, cost from $52 
to $122, depending on size 
ordered. This a plate- 
making copy can dramati- 
cally displayed, lettered, re. 
touched, pasted into final ar; 

- color films cannot. Write, 


tively, and either section would 
have lost the Jan. 1, 1900, issue 
many times. 

However, the tone of the paper 
was pretty much the same, and 
many advertisers appeared in both 
issues, Jan. 1, 1900, and Jan. 3, 1950. 
These included B. Altman & Co., 
Lord & Taylor, Lackawanna Rail- 
road, and James McCreery. Other 
advertisers in the Times at the 
turn of the century were Dr. Lyon’s 
tooth powder, Castoria, Hunter 
Baltimore Rye, Cunard and White 
Star lines, Jameson Irish whisky, 
and Mount Vernon. 

Macy’s was offering “men’s half 
hose” for 15¢, John Wanamaker’s 
had some vellum writing paper for 
10¢ a pound, and another store had 
a January sale price of $100 for 
a Persian lamb jacket and men’s 
shirts for 68¢. In those days a man 
could pick up a pair of shoes for 
$2.25, and get a pair for his wife 
at $1.50. And at the end of 1899 
National City Bank’s statement in 
the Times showed resources of 
$128,315,484. 

There are many similarities be- 
tween the Times of today and 50 
years ago. But not in the matter of 
figures. The Times’ 1899 circula- 
tion was 76,260 weekdays, as com- 
pared with more than 500,000 to- 
day. In 1899 the Times carried 
3,378,750 lines of advertising; last 
year the figure was 36,087,576. The 
Times rate card for April 1, 1905, 
(somewhat past the century mark) 
showed an open rate of 40¢ a line; 
today it is $1.65. 


ws At about the time the Times 
reported that Governor and Mrs. 
Roosevelt (Theodore, that is) 
would hold a New Year’s reception 
in Albany, the January, 1900, issue 
of McCall’s Magazine, “Queen of 
Fashion,” primly made its appear- 
ance. 

It began an important year for 
the publication, for the price of 
McCall patterns was reduced from 
30¢ and 35¢ to 15¢ apiece, and the 
magazine’s circulation was to hit 
175,000 readers. The January, 1900, 
issue attempted no forecast on 
coming events but kept strictly to 
its set task of helping the ladies. 
Its 48 pages advised on fashions, 
gave household hints, beauty ad- 
vice, fancy work information and 
carried the usual supply of pat- 
terns. 

In general the magazine took 
a kindly but firm tone with its 
readers when it discussed newest 
fads in dress, a woman’s voice, or 
the charming woman. Scattered 
through the pages were sketches of 
rather severe-looking ladies, with 
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PR COPY-—-A group of Cook County, Ill., 
savings and loan associations have sched- 
uled this ad, first of a series of eight 
1,500-line ads in Chicago newspapers, 
to tell how insured savings associations 
serve savers and home owners. Adver- 
tising Division Inc. is the agency. 


supercilious expressions. But the 
book had a sense of humor when 
it discussed gardening, “the pas- 
time of the rich,” or “how to put 
flesh on the neck.” 


mw There were only a few pages 
of ads in the issue, mainly pushing 
such things as braided wire bustles, 
whale embroidery needles, and 
hair switches. On the magazine’s 
masthead was the statement that 
it would not “knowingly or in- 
tentionally insert advertisements 
from other than perfectly reliable 
firms or business men.” This was 
undoubtedly a sincere statement, 
but the magazine carried ads on 
free baldness cures, and free cures 
of major ailments which would 
probably have upset the Federal 
Trade Commission, which was then 
14 years away from formation. 

McCall’s carried its first full 
page ad in the March, 1894, issue, 
which had an advertising revenue 
of $1,468. In 1899 the magazine 
carried 18,343 lines of advertising, 
and its advertising revenue was 
about $14,674. Its 1949 linage was 
597,989, with the year’s advertis- 
ing revenue hitting $10,727,826. 
During the same period its circu- 
lation went from 175,000 to close 
to 4,000,000. 


a There is, of course, little con- 
nection between the January, 1900, 
issue and the large sleek issues of 
today. But back in 1900 Quaker 
Oats was advertising in McCall’s, 
as was Mennen’s toilet powder, and 


wasp-like waists, fans, and slightly 


Mellin’s baby food—the same sort 


Advertising Age, January 16, 198q 
of advertisers that 
McCall’s today. 

Also there was a piece of advice 
to the young wife in the 1900 issue 
which still holds good, and is stijj 
being repeated: 

“Never disturb a man while 
reading his paper.” 


appear jp 


Mattress Maker and Helper 
Paint Appoint Ohio Agency 


Ohio Advertising Agency, Cleve. 
land, has been appointed to handle 
advertising, using trade publica. 
tions and direct mail, for Helper. 
ize, a paint-removing method de. 
veloped by Helper Paint Removing 
Service, Cleveland. Helper Paint js 
setting up franchises throughout 
the country for the process, which 
removes paint from auto bodies 
without scraping, grinding or sand. 
ing. 

Another new account for Ohio 
is Forest City Bedding Co., Cleve. 
land, manufacturer of baby mat- 
tresses and play pen pads. Local 
newspapers and direct mail wil] 
be used for Nurse’s baby mattress, 
which was discontinued during the 
war. 


D-F-S Moves Accounting; 
Others to Stay Put 


On March 1 Dancer-Fitzgerald- 
Sample will move its accounting 
department from Chicago to New 
York. 

The move involves 25 to 30 peo- 
ple, but does not affect other 
phases of the Chicago operation, 
which will continue unchanged. 


Advances Kindervater 


Gus C. Kindervater, vice-presi- 
dent in charge of production and 
sales, cabinet division, Anheuser- 
Busch Inc., St. Louis, has been pro- 
moted to vice-president in charge 
of sales of the brewery division. 
He succeeds the late J. J. Carroll. 


Mr. Kindervater joined the com- | 


pany in 1904. 


Green Cross Names Lawrence 


Green Cross Insecticides, Mon- 
treal, a division of Sherwin-Will- 
iams Co. of Canada, has named J. 
H. W. Lawrence as sales manager. 
Prior to joining Green Cross, he 
was associated with Canadian Cop- 
per Refiners Ltd., Montreal. 


McNeil Heads TV Department 


John H. McNeil has been named 
to head the TV department of Ber- 
mingham, Castleman & Pierce, 
New York. Former manager of 
WJZ and WABD (TV), New York, 
he recently has been a consultant 
to radio stations. 


Fenstermacher to Shearman 


Shearman Brothers Co., James- 
town, N. Y., manufacturer of up- 
holstery, has named John Harder 
Fenstermacher, Corry, Pa., as sales 


and advertising consultant. 


GARY 


Metropolis 
of Indiana 


Industry 


NATIONAL LINAGE GAINS 
1949 compared with 1948 


eteedeutetdoncéuscons veceae . H 


More and more national advertisers in Chicago news- 


papers have found, when a study is made, that the circu- 


lation and advertising influence of Chicago newspapers 


in the Gary Trading Area is inadequate for their purposes, 
and THE GARY POST TRIBUNE is added to their schedules. 


THE GARY POST-TRIBUNE 


Gary’s only newspaper 


More than double the effective family coverage 
of all Chicago dailies combined 


in this market. 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY, INC. 


New York * Chicago * Atlanta * Oklahoma City * Dallas * San Francisco * Los Angeles 


For best results ADVERTISE ADEQUATELY in newspapers 
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Films Spearhead 


Kitchen-Kraft 
Promotion in 50 


GALESBURG, ILL.—A series of col- 
or slide films to be used with dis- 
tributors, dealers and consumers 
will spearhead a “specialty selling 
drive’ which Midwest Mfg. Co. 
will sponsor on behalf of its Kitch- 
en-Kraft steel kitchens this year. 

Three films are ready for dis- 
tribution, according to A. M. Brun- 
inga, Midwest advertising man- 
ager. The first, primarily for dis- 
tributors, is a pictorial trip through 
the factory. The second, for deal- 
ers, emphasizes the potential mar- 
ket for planned kitchens, the range 
of units in the Kitchen-Kraft line, 
and the advertising and selling ma- 
terials available. 

The third film, for showing to 
consumers, features examples of 
modern kitchens and their ad- 
vantages, and stresses how less 
modern and less efficient kitchens 
can be modernized with Kitchen- 
Kraft steel cabinets. 


s Kitchen-Kraft will use the char- 
ity-club plan of booking showings 
for the consumer film, making 
modest contributions to charity in 
return for gathering groups to view 
the film. This plan has been tested 
and apparently works well. 

Three additional films are now 
in the development stage. One cov- 
ers kitchen planning with Kitchen- 
Kraft and will be used for sales 
and educational purposes. Two oth- 
ers will cover kitchen markets and 
installation. 

Promotional kits for dealers, 
which contain all the display, ad- 
vertising and sales promotion ma- 
terial a dealer requires to sell com- 


be emphasized heavily, as they 
have proved exceptionally useful. 
They include background display 
for a model kitchen, a “Plan-a- 
Kitchen” kit, easel sales book, 
counter cards, newspaper mats, ra- 
dio spots, etc. Dealers pay half the 
cost of the kits. 


s Testimonials and before-and-af- 
ter stories will feature national ad- 
vertising in Better Homes & Gar- 
dens, Good Housekeeping, House 
Beautiful, Farm Journal and Suc- 
cessful Farming. Space ranges up 
to full-color pages. 

An expanded trade schedule 
calls for ads in American Build- 
er, Electrical Merchandising, Na- 
tional Real Estate and Building 
Journal and Practical Builder, as 
well as the architects’ and builders’ 
files of Sweets Catalog Service. 

The company also is introducing 
a new kitchenette unit, a single- 
unit sink and refrigerator under a 
one-piece 45” steel top, primarily 
for new apartment construction. 


Revision of Book on Ad 
Terms Planned by ICofC 


The International Commission 

on Advertising, a section of the 
International Chamber of Com- 
merce, is planning to issue a re- 
vised “Dictionary of Terms Com- 
monly Used in Advertising.” The 
book first was published before the 
war. 
_The ICofC in December estab- 
lished the International Council 
of Advertising Practice, to deal 
with cases of unfair advertising 
practices submitted to the council 
in which nationals of different 
countries are involved. It also will 
handle such cases concerning na- 
tionals of the same country at the 
request of the parties involved. 


R&R Gets Dress Account 


Ruthrauff & Ryan, San Fran- 
cisco, has been named to handle 
the advertising of Alice of Cali- 
fornia, San Francisco, manufac- 
turer of Lil’ Alice and Lady Alice 
dresses. 


plete planned kitchens, also will] 


Buick Promotes Belfie 


The Buick Motor division of 
General Motors Corp., Flint, Mich., 
has appointed A. H. Belfie, at 
present assistant general sales 
manager of the division, to succeed 
H. J. C. Miller as assistant general 
sales manager of the eastern re- 
gion. Mr. Miller will retire March 1. 


Rome Cable Issues Booklet 
Rome Cable Corp., Rome, N. Y., 
has issued a two-color, 40-page 
booklet titled, “The Story of Rome 
Cable Corp.” The publication is 


oe eae 


eee eee he 


designed to tell customers, pros- 
pects, stockholders and employes 
about the company’s background, 
physical equipment and products, 
in addition to carrying descriptive 
inaterial on wire and cable manu- 
facturing. 


Shrager Appoints Two 


Russell Kolburne, account exec- 
utive, has been named executive 
vice-president of John Shrager 
Inc., New York. Walter Jackman 


has been appointed production 
manager. 
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Will Publish Directory 


The Pacific Process Industries 
section of the February issue of 
Chemical Engineering, New York, 
for the first time will carry a com- 
plete directory of western chemical 
processing plants. 


New Publication Issued 

Rolland Publications (Publica- 
ciones Rolland), Mexico, D. F., has 
published the first issue of a new 
monthly publication for Mexican 
architects, builders, contractors and 
civil engineers, called Construccion 


43 


Moderna, Circulation of the pub- 
lication is 10,000. Rolland Publi- 
cations is located at Plaza de la 
Republica No. 6, Mexico, D. F. 


OR et 
THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, INinecis 


Feri 


© He’s an ad-reader 
—he reads ads delib- 
erately 


* He’s responsive — he 
takes action as a direct 
result of ads he reads 


© He’s a leader — influ- 


ences the buying habits of 


his neighbors 


IN EVERY DOZEN 


K He's the Popular Mechanics reader. More 


in America .. 


than one million circulation—4% million 


readers—gives you one man out of every 12 


. the best man in every dozen. 
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Ryan Introduces Candy Bar 


Ryan Candy Co., New York, this 
month is beginning distribution 
of a new, enriched chocolate- 
coated Hopalong Cassidy candy bar 
retailing for 5¢. Distribution along 
the Atlantic seaboard will be un- 
dertaken initially and later ex- 
tended to the South and West 
through regular candy brokers and 
jobbers. Local radio, newspaper 
and television advertising will be 
used in each market. 


Blair Opens Dallas Office 


John Blair & Co., national radio 
station representative, has estab- 
lished a Dallas office in the Rio 
Grande Bldg. Clarke R. Brown, 
formerly with the Texas State 
Network, Fort Worth, has been 
appointed manager. 


Short Joins Roman Agency 


Richard K. Short, formerly in 
the sales promotion and advertising 
department of Wagner Electric 
Corp., has joined the creative staff 
of Roman Advertising Co., St. 
Louis. 


Jet black and waterproof 
Craftint New 66" Drawing 
Ink is second to none. It flows 
evenly —covers well and is 
permanent. 
At your dealer or write direct. 
THE CRAFTINT MFG. CO. 
1615 Cellamer Ave., Cleve., O, 


CCRUELINE | 
NEW “66" 5 


JET BLACK 
DRAWING INK 


1950 Schedule Set 
for Amtico Flooring 


TRENTON, N. J.—The 1950 adver- 
tising and merchandising program 
for Amtico rubber floor covering 
will be the largest in the history 
of American Tile & Rubber Co. 

Consumer promotion will be 
spearheaded by full-page four- 
color ads in House & Garden and 
House Beautiful throughout the 
year. 

Through Al Paul Lefton Co., 
Philadelphia, smaller insertions 
will also run in more than a dozen 
other consumer, decorator, archi- 
tectural and trade publications. 
Copy will aim chiefly at familiar- 
izing consumers with the advan- 
tages of rubber flooring. 

A full-scale campaign also has 
been approved for the company’s 
Canadian affiliate, American Tile 
& Rubber Co. Ltd. Four-color, full- 
page ads in Canadian Homes & 


Gardens will highlight the drive|¢ 


in Canada, supported by space in 
publications parallel to those used 
in the United States. 

Counter cards, display cards, di- 
rect mail pieces, ad reprints and an 
expanded distributor sales presen- 
tation will also be used. 


M & C Foods Names Swaney 


M & C Foods Inc., Chicago, has 
named Morris F. Swaney Inc., Chi- 
cago, to handle the advertising of 
M & C spaghetti. 


Udga Appoints Sumner 

Udga Inc., St. Paul, has retained 
G. Lynn Sumner Co., New York, 
to direct its advertising. 
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RETAIL SALES 


Yes, you can OK St. Joseph as a dependable, growing Retail 
Market . . . Prosperous Farmers and Growing Industrial Payroll 


insure just that. 


Retail Sales as reflected by the 


State Sales Tax 


6 months of 1949 vs. 1948 show— 


STATE OF MISSOURI plus 
NORTHWEST MISSOURI 


(Missouri ABC \rade Territory including St. Joseph) 
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Cir) 


collections first 


0.8% 
plus 3.39 


(EVENING ANO SUNDAY) 


(MORNING) 


ST. JOSEPH NEWS-PRESS 


St.Joseph Gazette 
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December and 1949-48 Total Volume in Business Papers 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced without written per. 
mission. Unless otherwise noted, all publications are monthlies with standard 7x10 inch type pages. 
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sess ag sion ti ot Page by You “4 — — egg 6 — cig range erro 
: u aint arnis o., New arman Agency, icago, has 
- bo Cone 136 211 «2497S s«3282 See ae... mays 4 a7 3 329 230! York, has named George N. Kahn| been named to handle the adver- 
per. saltiean Exporter industrial (quarterly) ............ 35 58 148 258|Co., New York, to handle adver-|tising of Beauty Brew Inc., man- 
(two editions) ........... 116 147 1974 2182 Pharmacy lsrerentions! pela s 18 16 262 259/tising in newspapers and radio.|ufacturer of Beauty Brew, beer a 
Total isener .  sagudadani ‘= = = = "Lagieapenrigone ass mr) | uu 14 142 201 | The company is a new advertiser.| shampoo. Newspapers and maga- ea 
5 for i = SAMIR a as hs x0 43 47 625 701 — —e eeeeceeeeees 7 7 79 91 zines will be used. 
y as pani ral Hygiene 
etesccc. 6 Be NS) Sasasirsae ....... so = 3, ar age | WIAY Appoints Sam Hutchine | |. Goodman VP 
1167 ff inenieria Internacional Taller na = Moderno 3s ss Sam Hutchins, formerly mana- | ‘/*PP° “= 
= aig ‘eae - = — baad Textiles | - ES pease as 55 61 ose 500 ger of Station WEAB, Greer, S. C., eget peter nel <- eee 
re a gt le ae eee . "Tim a TE has been appointed manager of |mamed vice-president and director 
ndustria VatEsEssanercees 83 91 1016 | 1185 Total enuseeverneene ata 1,156 13,535 15,350 WJAY Mullins S.C. 4 of United World Films, New York. 
2205 Ff gincludes a special issue. ‘Estimated. 2Two issues. ‘Three issues. ’ 4 He was formerly general sales 
2613 F includes classified advertising. , ‘Four issues. ‘Five issues. “Six issues. tos 
872 F wWpoes not include advertising in special Western Section. | 727 issues. 826 issues. 913 issues. Mulroy Joins ‘Boys’ Lite’ manager of the Castle division. 
213,994 7x 10 units, sold as pages. 10Formerly Food Processing Preview. ‘111 issues. John Edward Mulroy, formerly 
. P F Comfort Week Se Stericloth A P Pri with = B. Bradbury, Co., has aweraee a age c og ion 
below oot Comfort Wee. t tericlo nts Prince joined Boys’ Life, New York, as a ohn Lawrence, formerly a fre 
"Sanda Business ap er Dr. Scholl’s 34th annual Foot} Edward Spas has been member of the eastern euien aint. | ents ebvertions men i Sansa 
: . has been named advertising mana- 
1/9 Pages 4 Comfort Week has been scheduled|named general sales manager of ger of Monarch Knitting Co., To- 
year L for 1949 for June 17-24. Scholl Mfg. Co.,| Stericloth Products Ltd., Brant-|Day Appointed Copy Chief - andy , 
19% Inage Chicago, will use national adver-/|ford, Ont., manufacturer of wiping] Dorothy Day, formerly with 
414 tising and point of sale display | materials of all kind, cotton spe-| wcCann-Erickson, has been ap- 
} 7 material to promote the event. cialties and industrial towels. pointed copy chief of Schoenfeld, 
5753 0 Tom uber & Green, Chicago. 
1608 ‘Playbill’ Retains Hartley Appoints Arthur Schwartz 
4% 1 Cuicaco—Physical volume of| Paul Hartley, formerly an ac-| Getschal & Richard, New York, Starts External House Organ 
24.337 | advertising in business papers dur-|C°Unt executive with Newell-Em-|has appointed Arthur Schwartz,/ Geare-Marston Inc., Philadel- 
2704 8 mett, has been retained by Playbill} previously copy chief of Casper|phia and New York agency, has 
104 f ing 1949 was 7.9% below 1948, : ae PRINTED ADHESIVE CELLOPHANE 
di t svete by Ia Inc., New York, as a sales and|Pinsker Inc., as copy director and|started publishing an_ external 
~y according to an analysis by “=| merchandising counselor. a member of the plans board. house organ titled “The Reporter.” | TAPE — HUBER BLDG. — YORK, PA. 
for Yer § dustrial Marketing. 
1948 Advertising in 250 representa- 
987 tive business papers which report Th : . : 4 
i556 their figures to Industrial Market- he typical department store buyer is a multiple buyer. u 
71 ing totaled 310,000 pages in 1949, Y 
whereas the same papers carried mo 000 uyers hat er ee 
1876} 336.723 pages the previous year. A survey of re than 9, b iy shows t ou ' 
2412 For the month of December, the -_ 
TN ennets cuvied SEAN pean 80% buy for more than one department. -. 17%. 
of advertising, off 10.4% from the 7 
in December, 1948, total of 25,097 a buy for ' _— 
pages. department 
1530 The 144 industrial publications ae es 
sae | in the group carried 198,906 pages i 40% ree 
7 during 1949, a loss of 15,088 pages , buy. ton 2 to3 


(71%) from 1948, when 213,994 
pages of advertising appeared in 
these publications. In December, 
these same papers carried 14,955 
pages, down 10.6% from the 16,- 


departments 


buy for 4to9 


2098 
38 
2203 
ler 
- a3 . e 
301| 727 pages carried in December, departments M It | t t 
4828) 1948, uiripie interests 
i: s The 53 trade publications mea- ais d * . . o 
478 | sured wound up 1949 with a total : oe t t t 
= of 68,231 pages of advertising, a buy for 10 or more ic a e uyers rea in a I S 
2639} decline of 7,897 pages (10.4%) departments 
i: a aes year’s et k 76,128. In In today’s department store the Buyer is an important figure. Typically, he 
988 cember, papers in 1S group ac- ° . . 
al Geeeted tor "4340 meg 12.8% is a “multiple” buyer, one who buys merchandise for half a dozen depart- 
- int Boral Esme an the ments or more, frequently unrelated, often encompassing both “hard” and 
n “ff ’ ° *,* . ‘Le . 
pe Product news publications “soft” goods. In addition, he is expected to manage his departments with 
145 | (Which appear in the Industrial a full knowledge of merchandising, display, control, advertising, and 
1113 | Marketing tabulation for the first : i . * of epene ° 
“1802 I time) carried 2,733 pages of ad- personnel training. His interests and responsibilities are thus store-wide. 
933 | vertising in 1949, a gain of 29 D 1 id * [ 
971 | pages (1.1%) over the 1948 total epartment store buyers, as well as top management, are avid readers 0 
See oe 9.706 pages. The seven publice- Department Store Economist. They know it is the one publication which 
igag | ‘ions in this group constituted the : 
977 | only segment of the business press covers all of their duties and problems. For down-to-earth, helpful, con- 
to show an increase in 1949. During ° . + 4? : 
ME Diccshes. thens seven codvied 218 centrated information, they rely on Department Store Economist’s unique 
2491 | pages of advertising, an increase editorial formula which devotes specialized attention to the many merchandise &£ 
sug | tW0 Pages over December, 1948. classifications and every phase of store operation and management. That’s 
1037 | ® Class papers, of which 27 are why buyers from coast to coast recognize Department Store Economist 
included in the tabulati ded ee 
uded in e tapdulation, endae . . . . . . 
cit | 1949 with 26,675 pages of adver- as the most authoritative source of practical business information 
: tising, a decline of 1,902 pages in the field! 
(6.7%) from the 28,577 carried 
2399 § in 1948. For December, these pub- No wonder advertisers write: 
950 § lications carried 1,899 pages, also. 
iiss | 2 decline of 6.7% from the De- “We have been literally oe on with inquiries from coast to coast 
726 § cember, 1948, figure of 2,012 pages. since the release of your October issue.” 
™ y 
Uncertainties in the export field P : - 
ys | COttributed to a loss of 1,815 pages Your good paper has been leading the parade on coupon returns. 
(11.8%) for the 19 papers report- “ +f. . ” 
1 ing in this group. Their 1949 lin- It was gratifying to receive such toesenseee seapense od our ad. 
60 | age totaled 13,535 pages; in 1948, “It was astounding to find such a wide readership, reaching the best 
127 | it was 15,350. In December the pic- and most important stores throughout the country.” | 
561 | ture was somewhat better. They ' 
550 carried 1,079 pages of advertising, 
119 | compared with 1,156 in December, THE AUTHORITY FOR THE ENTIRE store 
3789 | 1948, a loss of 6.7%. 
1067 
is | Ercona Appoints Zlowe Agency 
1057 Ercona Camera Corp., New York, 
1647 | has named Zlowe Co., New York, 
821 | to handle advertising of the new 
y4ag3 | Zeiss-Ikon Contax-S camera. Na- 
1029 tional magazines and photography 
402 | publications will be used. 
688 
an Changes Name to Ferwerda Co. 
Ferwerda-Boone, New York, has : 000 
969 changed its name to Ferwerda Co., A Chilton Lo) Publication CCA 30, “yy ies 
$577 with no change in the organiza- 
tion’s staff. All former clients of 100 EAST 42nd STREET, NEW YORK 17, N. Y. 
Ferwerda-Boone will be serviced x 
117 | by Ferwerda Co. 
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Kendall Appoints Foster 

Harry E. Foster Advertising, To- 
ronto, has been appointed to han- 
dle the advertising of Kendall Co. 
(Canada) Ltd., Toronto. Advertis- 
ing will soon be released for Curity 
and Blue-Jay lines of the Bauer 
& Black division of the company 
and for Kendall Mills division 
products. 


Appoints Kent Fullerton 

Kent D. Fullerton has been ap- 
pointed sales manager of the Elec- 
tric Heat Control Co., Cleveland, 
manufacturer of King electrical 
and ignition precision test equip- 
ment. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 


Seer ere ere To eee 
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Ad Bureau ‘Blue Book’ 
Entry Blanks Distributed 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has begun distributing 
official entry blanks for the “1950 
Blue Book of Newspaper Adver- 
tising.” Entry blanks will be sent 
to U. S. and Canadian advertising 
agencies, with additional forms 
available to agencies through any 
bureau office. 

The “Blue Book,” published an- 
nually, will mark its 12th year 
with the 1950 issue. Deadline for 
submitting case histories of out- 
standing national and regional 
newspaper advertising campaigns 
has been set for Feb. 15, 1950. 


Appoints Beatty & Oliver 


American Engineering Co., Phil- 
adelphia, manufacturer of stokers, 
hoists and marine equipment, has 
appointed Beatty & Oliver, New 
York, to handle its advertising. The 
account formerly was handled di- 


ally by Burn-Smith 
. ,, Inc. 


rect. 


ii sll ani) 2, 
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Here's Opportunity to Be a Copy Genius! 
Rate the Winners Among 12 Best ICS Ads of 1949 {> 


On the facing page are the 12 “best” ads of 1949 of International Correspondence Schools, 


judged on the basis of actual results. 


As has been our annual custom, ICS and ADverTISING AGE join hands in giving advertising 
men everywhere an opportunity to test their judgment of good advertising by guessing which 


of these 12 ads was best, which was second best, and so on. 


Paul V. Barrett, director of advertising and prospect service of ICS, will award 50 prizes— 
copies of Alice Partlow Curtis’ recent book, “Is Your Publicity Showing?”—to the 50 AA read- 
ers who come closest to lining up the 12 ads in the order of their effectiveness, as proved by 


ICS records. 


Get your pencil out now. Look over the ads. Rate them on the coupon at the bottom of the 


page, and send the coupon back to ADVERTISING AGE. 
See how close you can come to picking them in order. 


The correct lineup of the ads will be shown here in the Feb. 6 issue, and only entries re- 


ceived before that date will be eligible. 


——— 


Where would a fellow go for a fan belt ? 


Ask your neighbor, another motorist, or the cop 
on the corner, Chances are they all will send you 
to the nearest service station. It’s a handy spot— 
and the place where most motorists prefer to buy 


tires, batteries a 


nd accessories. 


How do producers of such merchandise get it 


into service sta 


tions? By selling oil companies 


and oil jobbers. Not only a single individual in 
such organizations. It’s necessary to sell to top 
executives, at headquarters and division offices. 


It’s essential to 


have backing of their sales and 


merchandising personnel, too—that army of oil 


men who call o 


n dealers, conduct training, talk 


modern methods, help keep their inventories bal- 
anced, their cash registers ringing up TBA sales. 


ES 
MANAGEMENT: 


1213 West Third St., Cleveland . “4 Offices in New York, Chicago, Houston, Los Angeles. 


STORAGE 


All these oil people, right down the line, are 
vitally important if you would market through 
the nation’s best service stations. They are the 
people who read National Petroleum News... 
the oil industry’s marketing magazine! 


Planning to build sales through service stations? 


Write for helpful, new fact-booklet titled “TBA”. 


* TBZL\ is the oil industry's designa- 

tion for tires, batteries and 
accessories now being sold in planned 
programs directed by oil companies 
and oil jobbers, conducted through the 
nation's best service stations, promoted 
by National Petroleum News. 


National Petroleum News 


ames - 
era fifi TE 


TRANSPORTATION MERCHANDISING 


Lovejoy Resigns As 
Moore Pen’s Prexy 


to Join Scripto 


ATLANTA—Charles K. Lovejoy, 
formerly president of Moore Pen 
Co., Boston, has resigned to join 
Scripto Inc., manufacturer of pens, 
pencils, leads and erasers, as as- 
sistant here to the president, James 
V. Carmichael. 

For the past 23 years, Mr. Love- 
joy has been active in the fountain 
pen business. With Scripto he will 
have as a special assignment the 
production and promotion of the 
new $1 Scripto Worthmore reserve 
ink supply fountain pen. 

Scripto will launch the largest 
advertising campaign in its 25 
years of business spearheaded by 
a full-color campaign in the Sun- 
day comics sections of leading 
newspapers in 37 markets and a 
regular schedule in The American 
Weekly, Life, The Saturday Eve- 
ning Post and This Week Magazine, 
which will feature the full line of 
Scripto writing instruments as well 
as its new fountain pen. 

Donahue & Coe handles the ac- 
count. 


Reichert, Frey and Shaw 
Vice-Presidents of DC&S 


Doherty, Clifford & Shenfield, 
New York, has named three new 
vice-presidents, all of whom have 
been operating heads of major de- 
partments in the agency. 

Philip Reichert, M.D., a Fellow 
of the American College of Phy- 
sicians, has been appointed vice- 
president in charge of the agency’s 


R. Shaw —~wP.:- Reichert 


S. Frey 


professional division. He has 
headed medical advertising for 
DC&S since 1946. Samuel L. Frey, 
who joined the agency as media 
director from Pedlar & Ryan in 
1947, has been named vice-presi- 
dent in charge of media. Robert 
E. Shaw, head art director since 
1947, also has been made a vice- 
president and will head the agen- 
cy’s art department. 


WNDR Names F. H. Small 


WNDR, Syracuse, Mutual Broad- 
casting System affiliate, has ap- 
pointed Franklin H. Small, form- 
erly managing director of the Pro- 
fessor Quiz show, as vice-president 
in charge of sales. 


Beyer Launches Ad Service 


Richard Beyer, formerly art di- 
rector of Duane Jones Co., has 
opened his own office at 39 E. 
51st St., New York, to specialize in 


advertising design and packaging 
on a free lance basis. 


i! 
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How do you rate? 


5 LENGTH OF SERVICE EDUCATION BENEFITS LCS Teams TO 
t 1 WORLD WAR UNOER THE GL BRL YOU'RE ENTITLED 
2 Ones 12 MONTHS, 48 montis 
© MONTHS, 1S MONTHS, 60 mOnT HS 
9 MONTHS 10 mOntes 72 MONTHS 
12 MONTHS, 2) MONTHS 4 monres 
13 MONT, ss anme oe monTees 
bp od 9 aoe he Gone = 
yb ene menth fer cach meee oe ond 
eestone! meerh ot Sm rod 
worn 
veteran training benefits = with job. You study in your 
be worth more to you than you spare time ‘more. 
Figure it out for yourself. gress as rapidly as you wish with no 
you are a qualified veteran with lumit to (he amount of material you 


fi 


months remaining, you can 
stl study with LCS. for a full year. 
1C.8& Courses do not interfere 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


1.C.$. STUDENT JUDGED 


BEST APPRENTICE 
IN THE NATION 


GI leuk Comes 
Becca! Engmecrag 


He had studeed Flertrval Fagimecring with 
the International (Correspondence School. 

The eward war made by the National Elec 
trical Contractors Assorieton. 


“tere’s winy | commider |. C$. 
Courses 


1 L-CS. conte are caey to ondierstands a 
plenewens ave very clear 


? 


CW AMEN bom 


Te Sirethers Wells Corporation mashes costombailt te 
demtrial 


thee worth of this sound, practical trasming 


an 


“Many of our key men owe 
their success to 1.C.S. training” 


—— 


— 


Naweciate moeat 
Serwthers Welle Corp. 
Worcs Pe 


equipment — «pecislizes in precinton end accuracy. 


00 05 per cont of cor chop 
s beve stedied 1 C. 5. 


1012 per cont of off employers te 
‘tis pent CT poe shedests 


47 


Can You Pick the Winners Among |. C. S. Advertising Leaders? 


theres a TIME LIMIT 


on veteran training 


TERNATIONAL 
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Training under the G.1. Bill is a limited offer. You must 
enroll within four years after your discharge or before 
July 26, 19561 — whichever is later. Plan to take full 
advantage of the benefits to which you are entitled under 
the law. START Now. 
YOU MAY CHOOSE L C. 5. TRAINING 

More veterans study with International Corresponder/ e 
Schools than with any other school. Send today for full 
information on practical, authoritative I. C.5S. training! 


RRESPONDENCE SCHOOLS \ 


A 


ARTHUR GODFREY SAYS: 


“1.C.S. made the impossible—easy !” 


heard the star on the subject of 1.C. 8. 
“1 had to quit high school before the end 
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Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11 
Here are my estimates of the relative inquiry-pulling power of these 12 ICS ads of 1949 (indicate selections by writing 1, 2, 3, ete. hchind appropriate letters): 
A..... B..... C..... D..... E..... F..... G..... H..... I..... J..... K..... L..... If my selections warrant, have Paul V. Barrett, director of adver- 


Later in lite, at U. 5. 

Navel Materiel School ot wwe, D.C, I had 

te master @ hnowledge of math, all 

the wey from ls and fractions 

vy, in the first six weeks or 

he from the course. Se f - 

LC.S. Course and at the head of the 
class! 1.0.3. made the —eany 


0 long as talent scout for American industry 
Study his statement. Then mark your interest on 

the coupon and mail it today for full information 

on what L.C.5. can do for you! 


were de 
themselves 


routine jobs, they 


Here's the coupon 


CASH IM on your HIDDEN TALENTS 


Locked in your mind may be the germ of a valuable idea 
---— 


key 
training-sound, practical, down-to-earth training! 

Helping men and women bring out the best that’s in 
them has been the job of 1.C. 8. for more than 58 years. 
In every field of industry, you'll find leaders whose skills 
weloped through study with 1.C. 8. 

‘They are the ones who sensed a latent ability within 
and who proceeded to do something about it. 
While others (equally gifted, perhaps) plodded along in 

Lc. 


mastered S. Courses . . qualified 


themselves for rich rewards. 
You can develop your hidden talents the same way they 
did. Start today and be ready for tomorrow's opportunities. 


to mail: 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


On 1277-6, 
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VETERAN’S 
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Mach 1. C & Course is 0 gateway 
wa exciting 


are available to Veterans profitable. field Each 
to benefits under the G.1. Bill of is practical, easy to understand. 
Rights ‘The time for action ts 
Here's your chance to start « wv 

program of Personal Advancement limited Por most Veterans, 
—through training. You select your July 25, 1951, is the deadline. 
own course, study in your spare time to get started is now! 
time, progress as fast as your abil- end mail the coupon today! 
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Veterans: 
This lifeline has a dead- 
line! Grasp it and you're 
on your way lo greater job 


and you're apt 
Por training under the 
G.1 Bill ts a limited offer 
To benefit you've got to 
act 


You have 400 famous 1.C 8. 
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The untrained man stands o slim = — education if con. 
chance today. Right now there = investigote P my opportunitie: 
ore 14 million more highly skilled, offered by 1. C. S. 
experienced workers in the coun- 
try than before the wor. 
Jam-packed schools ond col- 
leges ore turning out record 
closses two ond three times o 


For more thon 58 yeors, 1.C.S. 
deter 


BETTERIN’ the VETERAN 
—a story about 


k3 


f 
« had three choices back in 1946: 


ee 


He picked No. 2; came up with a brand-new job. 
He did well—too well, in fact. 


got stuck. 
He reached a point where he 
could go no further... 
WITHOUT ADDITIONAL TRAINING. 
2 was entitled to that training under the 
Gt. BILL. 
But he couldn't afford to quit work to go to 
‘school. He had to learn and earn at the same time. 
~ 
4.) 90 HERE'S WHAT HE DID: 
3) mailed a coupon. It put him in touch 
with the largest school in the world, 
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Ox 5651-4, SCRANTON 9, PEDENA. 
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INTERNATIONAL CORRESPONDENCE 
SCHOOLS 40 
He learned he had some = 
to choose from. Each course sound, authorita- 
tive, easy to follow. Each course a gold mine 
of practical information 
So enrolled with 1.C.S. and studied 
4 
“3 1M HIS SPARE TIME. 
is making good—in his studies and 
¢ > 
“3 ON THE J08. 
As a trained man, there will be 
practically no limit to how far he can go. 


5} 
as thousands of 
veterans who are 


cashing in on their 


opportunities through 1.6, $, 


Now 
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training to carry you 
that can help open the 


Srighar 
ing forwve for you. MOAN 


VETERAN'S CHOICE 


More than 400 1.C. S. Courses are available to Veterans 
entitled to benefits under the G.1. Bill of Rights. 

Here's your chance to start a program of Personal Ad- 
vancement—through training. You select your own course, 
study in your spare time, progress as fast as your ability and 
ambition permit. 

Each 1. C. S, Course is a gateway to a profuable, exciting 
field. Each is authoritative, practical, easy to understand. 

The time for action is sow. Remember, Veteran Training 
is a limited offer. For most Veterans, July 25, 1951, is the 
deadline. The time to get started is now! Mark mail the 
coupon today! It brings full details on how to enroll. 


Cont Lngingering Arehinee- “ 
feral and Moming Courses (atest Utne 
SASS 


Interne! Comeveon 
ome: 


Goon news for Veterans! 1.C. 8. 
Courses—all 400 of them—are now 
available under the G.1. Bill of Rights. 
Here'sgyour chance to learn while you 
earn... to master a trade or profes- 
sion and qualify for promotions and 
pay raises on the job. 

The coupon brings full details of the 
course you check—and complete in- 
structions on how to enroll. Mail it 


today! 
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tising, International Correspondence Schools, send me free, the prize to which I am entitled. 
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Small Agency Man Replies 
to ‘Ignorant Agency’ Charge 

To the Editor: I hope an agency 
man can find a little word room in 
AA. Mr. Richard E. Snyder’s letter 
in “Voice of the Advertiser,” Dec. 
26, has provoked some slight an- 
tagonism. 

First, not all agency men are in 
the big, big organizations. Many of 
us, those who are getting started 
and those who like the small agen- 
cy business, are in the medium- 
size agencies. Perhaps Mr. Sny- 
der’s contacts with agency men 
possessed of “unvarnished igno- 
rance of the basic principles of 
sound business practice” did not 
include the lesser financial fry. 

Mr. Snyder assumes that an 
agency is not a so-called normal 
business. Any organization which, 
at risk of loss, attempts to earn 
profit through economic inter- 
course is a business. And all the 
basic principles of business apply 
to agency operation. 

We of Brown, Roberts & Bangert 
operate on the theory that we rep- 
resent a many-headed executive, 
especially in the case of smaller 
clients. It is not beneath our dig- 
nity to take a hand in product test- 
ing, marketing, merchandising. 
sales organization, and, if neces- 
sary, in production. 

As for broader knowledge other 


TOPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 


This department is a reader’s forum. Letters are welcome. 


than that which is obtained through 
operating his own business, the 
agency man has recourse to such 
excellent means as the Alexander 
Hamilton Institute: the Modern 
Business course, the personal ser- 
vice, and the business conditions 
bulletins. 

The younger men of the adver- 
tising fraternity, I feel, recognize 
today’s business as more the sci- 
entific entity rather than the steel 
fist. The growing advertising man 
must understand his role as bus- 
iness man’s business man. 

RICHARD S. WEINER, 

Account Executive, Brown, 

Roberts & Bangert Inc., Al- 

bany, N, Y. 


‘Calls tor Congratulations’ 

To the Editor: I see that AA is 
about to reach its 20th birthday, 
which calls for congratulations to 
you. It’s certainly a vigorous sheet, 
and my observation is that it 
seems to be increasing in vitality 
as the years go on. 

Best wishes for the New Year 
and the next 19 after that. 

Howarp G. SAWYER, 

Vice-President in Charge of 

Copy, James Thomas Chirurg 

Co., New York. 


Pickwick Ale Campaign 
Designed tor Regional Taste 
To the Editor: I thought you 
might be interested in the en- 
closed proofs of a new campaign 
launched today for Pickwick ale, 
brewed by Haffenreffer & Co., Bos- 
ton. It is the joint product of your 


old friend Perkins and Alley & 


lineage 


What the SAN DIEGO 
UNION and TRIBUNE-SUN 
does for “Automotive” - it can do for you 


You want all the coverage you can get for your money. 


You don’t want to divide 


Then take a leaf from the way automotive advertising is 
placed in San Diego. Get concentration of your dollars 
in one powerful, adequate advertising medium...theSan 
-Sun. That’s right. In San 
Diego you only have to make one “buy”... and you cov- 


Diego Union and Tribune 


er Southern California’s 
second largest market, 
401,000 in the city, a half 
a million in the City Zone 
.-- 650,000 in the County. 


Ask the West-Holliday Man! 
“All the 


San 


UNION and T 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY 


New York + Chicago + Denver + Seattle + Portland » San Francisco + Los Angeles 


SAN DIEGO 
AUTOMOTIVE 


News with Partiality to Non 


your shots unnecessarily. 


The UNION and TRIBUNE-SUN 
carried 1,486,502 lines of auto- 
motive advertising the first 10 
months of 1949. That's 79.2%... 
a good guide to your spending. 
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WEST-HOLLIDAY CO., Inc. 


Richards, Boston advertising agen- 
cy. Arthur M. Jones Jr. is the 
account executive. It will run in 
newspapers throughout Massachu- 
setts and Maine. In New Hamp- 
shire radio will be used instead 
of newspapers, as the New Hamp- 
shire authorities do not permit 


“balloon” advertising. Radio and 
TV also will supplement the basic 
newspaper campaign in the other 
Pickwick states. 

This campaign is the outgrowth 
of intensive studies which showed 
that, in spite of heavy advertising 
of beer and light ales, there is 
also a strong demand for heavier, 
old-style ales traditionally popular 
in New England. This popularity— 
existing or latent—is most pro- 
nounced among just those groups 
which are the heaviest users of 
malt beverages. 

This particular style of copy re- 
sulted from an equally careful’ 
study of readership figures. These 
indicated clearly that the “stand- 
ard” beer and ale advertisements, 
usually in large space and with 
straight product plugs for text, en- 
joy relatively low attention and 
readership per dollar. So our chief 
aim was a device which would as- 
sure us high readership of the sales 
message. 

I think we hit on something 
pretty good along that line, copy 
which has a friendly, informal 
atmosphere suited to the product 
advertised. 

GRAFTON B. PERKINS, 
Advertising Counsel, Boston. 


Should Save Water All 
the Way, Artist Thinks 
To the Editor: The attached 
clipping from your Jan. 2 issue re: 
“Miller Agency Gives Away Decals 
Aimed at Saving Water’... 
Wouldn’t the Miller agency have 
been smarter to give away tip-ons 
or stickers with self adhesive or 
other stickum rather than the de- 
cals which require the use of water 
to apply? Isn’t it defeating the 
purpose of water saving? 

EMIL CARL ZUNKER, 
Art Department, Julian Frank 
& Associates, Chicago. 

ee e« 
Argues Value of Liquor 
Promotion in Utah 
To the Editor: I have read with 
interest the editorials in ADVERTIS- 
ING AGE relating to the “promo- 
tion” of the sale of liquor in the 
state of Utah. 
The enclosed clipping from the 
Salt Lake Tribune will give you 
an idea of the kind of “promo- 
tion” that has been said to be ob- 
jected to by the Utah Liquor Com- 
mission, as at present constituted. 
Am very sure that your publi- 
cation could not be in full posses- 
sion of the facts when you so val- 
iantly took up the cudgel in de- 
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has no place in ethical advertising. 
Cnas. E. WEstT, 
Salt Lake City, Utah. 


Nov. 2, 1949, quoting Gov. J. 
Bracken Lee of Utah as urging 
governors of five western states to 
join with him “to reduce costs of 
liquor” by eliminating salesmen in 
states where sales are made di- 
rectly to the state. 

Gov. Lee contended that before 
he took office, most liquor repre- 
sentatives in Utah were political 
appointees, and that the system 
was a racket. He is further quoted 
as saying: 

“As near as we can determine, 
more than $300,000 per year was 
being expended in this state by the 
liquor suppliers in their efforts to 
promote the sale of their merchan- 
dise. For a state such as Utah, 
with its small population, this is 
a staggering amount of money— 
more than enough to corrupt this 
and most other state governments.” 

AA is no friend of corruption, 
but this is the most peculiar argu- 
ment in favor of eliminating sales- 
men and advertising which we 
have ever heard, Must expendi- 
tures of money—for whatever pur- 
pose—be stopped because the 
money COULD corrupt govern- 
ment? 

Why not just stop the corrup- 
tion? 


Jones & Laughlin Talks 
to Employe Families 


To the Editor: Enclosed is a 
proof of an advertisement which 
we are running in the year-end 
editions of newspapers in those 
towns and cities where Jones & 
Laughlin Steel Corp. has opera- 
tions, 

This message—‘The Good Old 
Days Were Terrible’”’—is addressed 
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Jones & LAUGHLIN STEEL CORPORATION 


primarily to the company’s em- 
ployes, the families and neighbors. 
However, it has occurred to me 
that you might find it interesting 
to your general readership. 

R. D. Mossman, 
Manager of Advertising, Jones 
& Laughlin Steel Corp., Pitts- 
burgh. 


Permission Granted 


To the Editor: We would like 
to express our appreciation for the 
very favorable review of the Fred 
Waring television show by “The 
Eye and Ear Department” in your 
Dec. 12, 1949, issue. 
We would like to ask your’ per- 
mission to reprint this notice and 
your masthead, for distribution 
within our sales organization. 

J. W. KELLy, 
Advertising Division, Lamp 
Department, General Electric — 


fense of the liquor interests. This 


Co., Cleveland. 


type of promotion is the kind that;No Forecast Intended 


Mr. West sends along a story|Cigaret Ads” in the Jan. 2 issue , 
from the Salt Lake Tribune of| AA headed the obit column? 


Advertising Age, January 16, } 


To the Editor: Was any foreg, 


Advert 
BHS 


intended when the statement th» Hom 
Journal of AMA Still Acce, : Gi ve 
DEs | 
A. D. PALMER JR, Fionnait 
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BH&G’ Questions 
cat i Home Builders and 
, Accel Gives Them $1 Bills 


in? Des Mornes—A 20-page ques- 


16,7 


ER JR., Fionnaire on building and furnish- 
Promo~ ings preferences, along with a dol- 
'Phon- Jy, pill as a token of appreciation 
wanda, Fir replies, was mailed last May 


yy Better Homes & Gardens to 
e. 1960 families that took out build- 
——_] ing permits in May, 1948. Usable 
replies totaled 1,418, or 72%, and 
100 of the dollar bills were re- 
turned with the questionnaires. 
Many of those returning the 
money added comments to the 
effect that they didn’t want to be 
reimbursed for a good cause. 
Among results of the survey: 


were 35 years old or older. The 
families averaged 3.3 persons. One- 
fourth of the respondents said they 
puilt their houses themselves. 

The ranch type house is increas- 
ing in popularity; 24% built this 
type. In 1945, only 14% planned 
) to build ranch houses. Neverthe- 
ters less, the Cape Cod type house still 
leads in preference with 27%. In 

the 1945 survey the total for this 
erent type was 30%. 


s An average of more than $1,400 


—_— 4 was spent on furnishings for the 
"a me) new homes. Furniture purchases 
e 


by 35% of the respondents in- 
y the cluded each of these items: daven- 


ill ports, upholstered chairs, end ta- 
bles, floor lamps, and dining room 

w? tables and chairs. 

pac Electric refrigerators and ranges 


u som were bought by 35%; 17% bought 
the oki new gas ranges; 13% bought a 
dishwasher; 14% a garbage dis- 
posal unit; and 5% a food freezer. 
Automatic washers were bought 
by 19%, and 9% said they planned 
to buy one within a year. On the 
other hand, 8% bought a conven- 
tional or wringer type washer. 

The preferred location for a new 
home, the survey showed, is in an 
area of mostly new houses. Few 
built in areas dominated by old 
houses. About 54% built on lots 
of 10,000 sq. ft. or more. 


s The two-bedroom house is the 
most popular. The trend seems 
to be toward combination of liv- 
ing-dining room. Yet 51% pro- 
vided for a separate dining room. 

Almost three out of four homes 
(73%) have only one bathroom. 

Top source of help in planning 
listrib-| their new homes was credited to 
ul. magazine articles by 36%. Con- 
tractors rate second with 21%; 
‘ket | architects third with 15%. 


Two out of three family heads}: 


British Auto Makers 


ovell Name Grant Advertising 

s here. : 

1° ond The Society of Motor Manufac- 

~~. § turers and Traders of Great Brit- 

eposi-§ ain has appointed Grant Adver- 

job. tising, New York, as its advertis- 

when§ ing agency for the U.S. 

ne is Plans are being prepared for a 
campaign of advertising, promo- 
tion and publicity for the British 
Automobile Exhibition April 15-23 
at Grand Central Palace, New 
York. 

stan | Names Waxelbaum Agency 

Ce De Inc., Bloomfield, N. J., 

distributor for Ce De Ltd. Tel 
Aviv, Israel, manufacturer of 

ne. candy products, has appointed 
Waxelbaum Advertising Co., New 

w York, to handle advertising in 


English and Jewish newspapers 
and Sunday supplements. 


New Era to Cromwell Agency 


New Era Glass Co., New York, 
has appointed Cromwell Adver- 
tising Agency, New York, to han- 
dle advertising in national maga- 
zines, newspapers, business papers 
and television. 


Fonte Joins Berger Agency 


Alfred Fonte, formerly a free- 
lance artist, has joined Alfred 
Paul Berger Co. as assistant art 
director. 


*Indicates first listing in this column. 

Jan. 20-21. New York State Publishers 
Association, 29th annual convention, De- 
Witt Clinton Hotel, Albany. 

Jan. 23-25. Newspaper Advertising Exec- 
utives Association, annual convention, 
Edgewater Beach Hotel, Chicago. 

*Feb. 10-11. Northwest Daily Press As- 
sociation, 3lst annual meeting, Hotel Rad- 
ison, Minneapolis. 

Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 
Chicago. 

Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 


tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annuai convention, Ho- 
tel Statler, Detroit. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


KOOL Shifts Agnew, Reed 


George Agnew, on the sales staff, 
has been appointed commercial 
manager of KOOL, Phoenix. Miles 
Reed, sales manager, has been 
made head of the program depart- 
ment. 


Now Thorndike-Hoen Agency 


Richard Thorndike, Providence, 
R. L., agency, has changed its name 
to Thorndike-Hoen Agency. There 
has been no change in manage- 
ment. 


Gets Insurance Account 


Pilot Life Insurance Co., Greens- 
boro, N. C., has appointed Walter 
J. Klein Co., Charlotte, N. C., to 
handle advertising in newspapers, 
business papers, and by radio and 
television. Pilot’s- 1950 campaign 
will open with television sponsor- 
ship of “Crusade in Europe” on 
southern stations. 


Richmond to Richards 

Richmond Radiator Co., New 
York, manufacturer of plumbing 
fixtures, air conditioners and re- 
lated products, and an affiliate of 
the Reynolds Metals Co., has 
switched its advertising account 
from Morris F. Swaney Inc. to 
Fletcher D. Richards Inc., New 
York. 
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Clinton Names Swanson 


Clinten Foods, Clinton, Ia., has 
appointed Robert A. Swanson, for- 
merly in charge of development 
of Dex-Mo-Lass, as manager of 
the feed, oil and soybean depart- 
ment. John H. Wilson, who has 
been with Clinton since 1933, was 
named assistant department man- 
ager. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1926 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


8x10 génhuine glossy photos 


EASY CHART—Size 8x 10 


FOR ALL PURPOSES 


Sharp. clear, crisp! Prompt Delivery! 


PHOTO- 
—s— MATIC CO. 


—tis— Ph: WH itehall 4-2930 
te 53-59 E. IMinois St. 


Chicago 11, Illinois 


Cincieintieneiibiniiateiiiaiitees le 


LARGEST DAILY CIRCULATION 


FOR ANY PERIOD IN 


36,408 
66,920 


Average net paid circulation of The Detroit Free Press 


HISTORY 


Sor the 6 months’ period ending Oct. 1, 1949. 
From ABC Publisher's Statement 


The weekday circulation of The Detroit 
Free Press as quoted above is the largest 
in Free Press history, for any annual or 
six months’ period ... but attention must 
also be directed to another significant 
fact... Tne total of 436,408 weekdays 
is an increase of 13,611 over the corre- 
sponding 1948 period, greater by 25.3% 
than that of any other Detroit weekday 
newspaper. 


In the ten year period, or since Oct. 1, 
1939, the weekday circulation increase 
of The Detroit Free Press was 140,361 
also greater than that of any other Detroit 
newspaper. 80.7% of this total increase 
was in the city and retail trading area. 


Story, Brooks § Finley, Inc., National Representatives 
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Bulova TV Spots Get 
High Impact Rating 


Bulova television commercials 
scored the highest impact rating 
on audiences in the New York 
area during November, according 
to Advertest Research, New Bruns- 
wick, N. J. Ratings are scored 
from 1,200 personal interviews 
with viewers who are asked to 
describe the spots in question. 

Other TV announcements with 
high scores were those for Chev- 
rolet, Philip Morris, Tide, Benrus, 
Pall Mall, Pepsi-Cola, Dodge and 
Borden. Lucky Strike was runner- 
up to Bulova, with the second 
largest rating. 
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McGraw-Hill Opens Research 
to Foreign Companies 


Facilities of the research divi- 
sion of the McGraw-Hill Publish- 
ing Co., New York, are now avail- 
able to foreign companies, trade 
associations and governments de- 
siring to make industrial market 
surveys in the U, S. 

Until last week McGraw-Hill 
research facilities have been avail- 
able to American companies only. 
Services of 400 field research spe- 
cialists will be offered abroad by 
Overseas Business Services, a unit 
of McGraw-Hill International 
Corp., which also makes foreign 
field studies for U. S. concerns. 


Sell AKRON 


from the 


INSIDE OUT 


an 
$689,132,000.00. While other 
and Summit County, only the 


coverage to influence buying. For example check the following 
facts about Summit County newspaper coverage. 


AKRON BEACON JOURNAL 


MI 5 csneeceeoccexcasduveseaners 120,196 
I is se cadssoceinscdhiogeosoovarets 99.99 
Sunday Circulation .....................006 111,617 
Gey GOPMIIID osc ec ccccssccscessccccoszeses 6% 
CLEVELAND PLAIN DEALER 
NN IIS.» dss ovceeshcssacaseoocseccevees 13,625 
EE is daccecicasatocssoeettveoeseeese 3% 
Sunday Circulation ............................10,720 
I sagas sce cocesevessossoosecssed 8.9 
CLEVELAND PRESS 
IE ols cess cdatasatssescotsvesacosine 587 
EE IED ch sovins scssabpnabseesroceuieedend 0.5% 
CLEVELAND NEWS 
I I 5:5 ccacesacarettatisvoescscosee 523 
Se 0.5% 


Coverage figured on 1949 estimated number of 
Summit County families 


AKRON _ BEACON JOURNAL 


JOHN S. KNIGH 


REPRESENTED NATIONALLY BY: 


Summit County, just part of the 
rich Akron Market, in 1948 had 


cuy. FaLLs 


effective buying income of 
cities are adjacent to Akron 
Beacon Journal has sufficient 


(120 000) 


T, PUBLISHER 


STORY, BROOKS G FINLEY 


BREVITY. Brief messages build 
sales faster and easier. And what’s 
the best way to turn that short 
message into actual sales? Put it 
on General Outdoor panels! You'll 
be interested in complete facts 


covering GOA. Why not send for 
them today? General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


* Covers 1400 & = 
leading cities 
and towns 
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saving 40 gallons of water. 


The Creative Mans Corner 


It apparently takes a crisis of major proportions, such as 
the current water shortage in Manhattan, to bring the soap 
copywriters out of inter-stellar space and back into the realm 
of common sense. Here is a Tide ad—sectional, to be sure— 
that contains a really credible reason for use. Gone is the 
promised washday miracle—for the more prosaic function of 


By a strange coincidence, this Tide ad breaks—in full page 
space, with a scream headline—right on top of the new Surf 
campaign, which claims that Surf is better because you don’t 


HERE'S HOW YOU CAR 
SAVE A GALLONS OF WATER 
EVERY WASHDAY' 


Use TIDE and get a clean wash 
without rinsing! 


Tite Vert heneretees 


(thea eee ArT ou! ae tereughly chochee come 
They peor 


Ape h ng wen <n ets mows omy rimvimg 


Det reas out ob Tide wusbeeser when yoo ering out 
he hee ee 


and mer im sing amillies of galbees od pre mwus maior 


why your 
wringer chens wits nad treah! Tide never yulhows 


clothes they won beowtitully Prove te youreett daa bey Now Procter & Gambie aanures you that you : 
ems woshtag. tom | hme me other weahing 
Dent Casa oh the preciows waver this cam wave New you clothes wo chen. yet eich we much 


(reduces haowe <8 Gt 
eatery! 


Remember! During the water shortage — 


YOU CAN SAVE WATER 


BY NOT RINSING CLOTHES 
»if you use TIDE! 


No other washing product known will get clothes so clean 
yet with so much safety - without rinsing! 

have to rinse after using it. At best, this was a mild dis- 

closure. But on top of this Tide blast, it ought to pale into 

insignificance—to use a time-worn phrase. 

Fax Cone, a short while ago, picked the ten campaigns he 
said he would most like to have written—taking issue with 
this Corner on one of them. He added, with somewhat of a 
commercial leer, that he would like to have had something 
to do with the Tide campaign because of the mountains of 
cash involved. Maybe he would like to change at least one 
of those campaigns, now, for this Tide ad. 

Procter & Gamble, we who are about to Tide, salute you! 


CBS Promotes Heller, 
Foster and Boscia 


Robert P. Heller, New York ex- 
ecutive producer for Columbia 
Broadcasting System since June, 
1948, has been appointed director 
of radio programs in New York for 
the network. 

Michael J. Foster, formerly ex- 
ecutive assistant to George Cran- 
dall, director of the press informa- 
tion department of CBS, New 
York, has been named assistant 
director of the department. Michael 
J. Boscia, publicity supervisor for 
WCBS, New York, becomes execu- 
tive assistant to Mr. Crandall. 


KNBH Increases Rates 


Effective Feb. 1, KNBH, Los 
Angeles, will increase its hourly 
rate for Class A time to $750. An- 
nouncements and station breaks in 
Class A time will be $125. Class 
B and C rates also will be ad- 
justed accordingly. This is the first 
rate increase for the station and 
is based on the increase to more 
than 302,000 sets in the area as 
compared with 89,300 sets in homes 
when a went on the air Jan. 
15, 1949. 


Greene Joins Stevens-Davis 


Albert M. Greene, formerly with 
Haire Publishing Co. and Butter- 
worth Publications, has joined 
Stevens-Davis Co., making his 
headquarters in New York. 


Lockheed Appoints Reedy 


Robert E. Reedy has been ap- 
pointed manager of the sales en- 
gineering department of Lockheed 


Aircraft Corp., Burbank, Cal. 


‘Times’ Names Goldstein 


The New York Times has ap- 
pointed Nathan W. Goldstein, pre- 
viously circulation manager, as 
circulation director. Paul J. Rowan, 
city circulation manager for the 
past 15 years, has been named cir- 
culation manager, succeeding Mr. 
Goldstein. 
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Hoffman Urges U. §, 
Sales Team to Help 
‘Plan’ Nations Sell 


WASHINGTON—Three top sales 
executives who are part of a “pro. 
ductivity team” going to Great 
Britain next month have beep 
urged by Economic Cooperation 
Administrator Paul Hoffman tg 
help Marshall Plan nations de 
velop merchandising programs 
which will enable them to eam 
dollar exchange. 

Mr. Hoffman pointed out that 
the United Kingdom and othe 
Marshall Plan nations must be iq 
a position to balance their exports 
and imports by 1952, when the ag- 
sistance program is to terminate, 


a The “productivity team” in. 
cludes 12 sales executives, inviteg 
to Great Britain for an exchange 
of ideas on merchandising, surveys, 
packaging and marketing. The 
group which met with Mr. Hoff. 
man Friday included Robert A. 
Whitney, president of National 
Sales Executives; Arthur H. Mot- 
ley, of Parade; and Donald 
Mitchell, Sylvania Electric. 

The mission will be climaxed 
March 13 and 14, when the U.S, 
“team” attends a conference of the 
British Incorporated Sales Man- 
agers Association. Mr. Mitchell is 
to speak on “Top Management 
Looks at Selling” and Mr. Motley 
on “The Need for Creating Wants.’ 


Babbitt Shifts Dramas 


“Nona from Nowhere,” a new 
daily show is now aired over CBS 


under the sponsorship of B. T. Bab- | 
bitt Inc., New York. The program | 
went into the time period which) 
has been occupied by “David! 
Harum,” which Babbitt is shifting 
to NBC. The new Columbia drama, 
through Duane Jones Co., is being 
carried on 149 stations, almost 100 
more than the lineup for “David 
Harum” on CBS. 


Seattle Jr. Adclub Elects 


The Seattle Junior Advertising 
Club has elected Chuck Lauber, 
Weisfield’s, president. Other of- 
ficers are: Glenn Ballantyne, Post- 
Intelligencer, and Grant Chabot, 
Gateway Printing Co., vice-pres- 
idents; Janet Beistel, Honig-Coop- 
er Co., secretary, and Esther 
Murphy, Seattle-First National 
Bank, treasurer. 


ABP Names Philip Hubbard 


Philip Hubbard, president of the 
Reinhold Publishing Corp., New 
York, publisher of Materials & 
Methods and Progressive Archi- 
tecture, has been elected a mem- 
ber of the executive committee of 
the Associated Business Publica- 


tions. 
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Far from wanting to make all 
the touchdowns himself, Frank 
White is the sort of executive who 
puts great emphasis on joint ef- 


fort. 

“The biggest thing we’ve done 
in the last six 
months is to build 
a working team,” 
said Mr. White, 
who took over 
the presidency of 
Mutual Broad- 
casting System in 
May when there 
was much talk of 
the lack of “room 
for four radio 
networks.” 

Schooled in ra- 
dio at Columbia Broadcasting Sys- 
tem, with which he was associ- 
ated for 12 years, the new network 
president is proud that he has or- 
ganized his Mutual “team” with 
the addition of only one man from 
outside MBS. William Fineshriber, 
former general manager of the 
CBS program department, joined 
Mutual as program vice-president 
in July. 

Mr. White feels that the 
“chemistry angle’—how personal- 
ities in a company get along with 
each other—is extremely impor- 
tant. 

“Joint thinking simplifies a pro- 
blem,” he points out. “Six brains 
can cover more angles than one 
guy can, no matter how smart he 
a 


Frank White 


a Part of Frank White’s reputation 
has been built on his ability to get 


' along with people. He handled la- 
| bor relations at Columbia for-sev- 
eral years. In his dealings with 


the various broadcast unions he 
measured his success not alone in 
the outcome of negotiations but by 
the labor friends he made in the 
process. 

As president of Columbia Rec- 
ords he was spokesman for the in- 
dustry in negotiations with the 
American Federation of Musicians 
during 1948’s protracted record 
holiday. Today he and AFM Pres- 
ident James C. Petrillo greet each 
other like long lost pals. 


# A native of Washington, D. C., 
Frank Kiggins White left George 
Washington University in 1918 to 
enlist in the Navy as an aviation 
cadet. Like American Broadcasting 
Co.’s top man, Mark Woods, he 
started his business career as an 
accountant. 

“An accountant who is lucky 
gets sent out on a variety of as- 
signments and learns a lot about 
how a business functions,” Frank 
said. “If he is unlucky, he just 
checks figures for the rest of his 
life.” 

White obviously was not the type 
to stay in the second group. In 
1924 he became assistant to the 
president of the Union News Co. 
A few years later he got his first 
“trouble shooting” assignment 
when he moved in to try to 
Straighten out the financial diffi- 
culties of the Literary Guild of 
America. In 1936 he was hired as 
treasurer to help get Stage in the 
black. This was accomplished in a 
year, but the magazine’s backers 
decided to discontinue it anyway. 


= His next job—business manager 
and treasurer of Newsweek during 
the refinancing of that magazine 
—was the route by which he en- 
tered radio. In some of his finan- 
cial negotiations for the magazine 
he met William S. Paley, CBS 
board chairman, who was a po- 
tential investor in the new pub- 
lishing company. 

Mr. Paley didn’t invest in the 
Magazine, but he did remember 
Frank White when he needed a 
treasurer for the network. This was 
in 1937. Five years later, Frank 


You Ought foKiow . . . Franke White 


was made a vice-president. 

White shifted to Columbia Rec- 
ords in January, 1948. He had 
been the network’s liaison with its 
recording division for some time. 
Columbia’s 334%rpm system was 
introduced during his regime and 
he was on hand for the battle that 
ensued when RCA Victor coun- 
tered with the 45rpm platters. 

One point that weighed in favor 
of his taking the Mutual post was 
the fact that he would be located 
in New York, where he would have 
a better opportunity to see his 
friends. He remembers the daily 
drive to Bridgeport, headquarters 
for Columbia Records, as quite a 


chore. 

For relaxation Frank likes to 
fish, but rarely has time to. He 
does, however, have time for gin 
rummy and semi-facetiously calls 
himself the best player in West- 
chester County. He also is expert 
at canasta. Arthur Godfrey is one 
of his favorite opponents in this 
card game. 


s Mr. White, who is 49, envisages 
some sort of a public service or 
educational job (perhaps as trea- 
surer of a small college) for him- 
self when his wife finally insists 
that he get off the high-pressure 
merry-go-round of big business ad- 
ministration. 

The Whites celebrated their 21st 
wedding anniversary shortly after 


he became Mutual president last 
spring. They have two sons, Rich- 
ard, 18, and David, 15. 

“My wife and I try to find time 
to have fun now,” Mr. White said. 
“Why wait until you’re 60 and then 
say you'll take a trip around the 
world or something? One of you 
may have a heart attack by that 
time.” 


Decca Appoints Nasatir 
Mort L. Nasatir, formerly assist- 
ant to the advertising manager, 
has been named director of adver- 
ser of Decca Records, New 
ork. 


To Victor A. Bennett Co. 

Hambro House of Design, which 
embraces Gray’s of London and 
Ridgway & Adderley, Stoke-on 
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Trent, England, has appointed 
Victor A. Bennett Co., New York, 
to handle its advertising and pro- 
motion in the U.S. 


and at UNION RUBBER & ASBESTOS CO. 
TRENTON, W. J. 
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Cushion yourself against the possibility of diminishing 
volume in other markets by increasing your effort in North 
Dakota-—still the land of big farm incomes and better-than- 
average spending. To gain quick acceptance for your prod- 
uct, use the NORTH DAKOTA DAILIES, covering 90% of all 


rural, small town and city homes. 
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MANDAN DAILY Pioncee | 
MINOT DAILY News ig] 

VALLEY CITY TIMES-RECORD [EFF 
BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL 
THE FARGO Forum 
GRAND FORKS HERALD 
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Test Ads Begin for 
$90 Cory Dishwasher 


Company Plans $400,000 
Budget to Promote Full 
Line of Products in ‘50 


By JOHN MILLER 


Cuicaco—One of America’s next 
fast-selling appliances, if Cory 
Corp.’s plans work out this year, 
will be a “mass market” electric 
dishwasher upon which it is start- 
ing market tests now, with an 
$89.95 price tag. 

The Cory Matic-Maid is a port- 
able electric appliance which Cory 
hopes eventually to sell as suc- 
cessfully as it has its now-famous 
coffee makers. Dishwashers will be 
offered to Cory distributors and 
dealers at full traffic appliance dis- 
counts. 


ees és e 


This fast-growing manufacturer 
operates through 1,200 distributors 
and more than 50,000 retailers, in- 
cluding department stores, elec- 
trical appliance dealers, hardware 
shops, and jewelry and specialty 
stores. 


ws The Cory Matic-Maid, which 
washes a full dinner service for 
four, plus 34 pieces of silver, prob- 
ably will go into quantity produc- 
tion in March. By then, Cory ex- 
pects to have completed the for- 
mula it will use in reaching wide- 
spread distribution. 

Major markets will get the new 
appliance first, starting in mid- 
western cities. After national dis- 
tribution is reasonably well estab- 
lished, probably next fall, national 


For Domestic and Export Shipping = 


The newly expanded monthly mech- 
anized freight handling and packag- 
ing section of Traffic World represents 
new marketing opportunities in selling 
the nation’s shippers; and more spe- 
cifically, the men in the shipper com- 
panies who are the directors of 
shipping in American Industry. An 
additional coverage factor is cultiva- 
tion of the claim agents of the trans- 
portation companies who are in a 
position to “build up” or “tear down” 
shipping supplies and equipment com- 


TRAFFIC WORLD 


NEW YORK 
122 E. 42nd St. 
Oregon 9-3188 


CHICAGO 
418 S. Market St. 
Wabash 2-2882 


ing under their scrutiny. 

Without obligation to you, let us 
send latest data and copies of recent 
issues of Traffic World containing this 
packaging section on domestic ship- 
ping. 

Another of the weekly issues of 
Traffic World each month carries a 
special section on Export Shipping— 
an ideal spot for export packing and 
export packaging advertisers. We'll 
gladly include information on this new 
market opportunity also. 


WASHINGTON, D. C. 
815 Washington 
Sterling 7325 


Field & Stream 


Figures for the year 1949 show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


FIELD & STREAM 


TG 


PAGES 


of advertising* 


*Advertising linage of the three leading sportsman’s magazines for the 
year 1949, as compiled by Printers’ Ink. 


AMERICA'S NUMBER ONE SPORTSMAN’'S MAGAZINE 


elie Steaam 


Point-of-sale for more than 700,000 top-flight sportsmen! 


advertising will be launched. 

Cory’s ad and sales promotion 
budget for the year, promoting its 
coffee brewers, commercial cof- 
fee brewing equipment, electric 
knife sharpeners, Fresh’nd-Aire 
fans, air circulators, humidifiers 
and heater-fans, is expected to run 
from $350,000 to $400,000, accord- 
ing to N. H. Schlegel, vice-presi- 
dent in charge of sales and ad- 
vertising. Last year it spent close 
to $300,000. 


s Spot radio and probably tele- 
vision will be used in behalf of 
the low-cost dishwasher, as well 
as newspaper and magazine copy, 
Schlegel said. Cory recently tested 
TV in the Minneapolis area for 
the electric knife sharpener and 
was well pleased with the results. 

Weekly and women’s service 
magazines will carry the load this 
year, including a continuing cam- 
paign for the Rubberless coffee 
brewers on which the company is 
extending its “guaranteed against 
breakage of any kind” sales plan. 
Newspapers and business papers 
also will be used, the latter includ- 
ing Electrical Merchandising, 
Hardware Age and Retailing Daily. 
Broadsides and other direct mail 
are employed, as well, in keeping 
contact with key appliance and 
hardware dealers. 


@ Cory acquired the Matic-Maid 
through purchase of the assets of 
Applied Products Co., Los Angeles; 
it obtained manufacturing and 
sales rights, the tools and dies, 
and took over a partially completed 
manufacturing contract. The new 
unit Cory will push weighs about 
25 pounds and operates on the 
drainboard of any ordinary-size 
kitchen sink. 

The dishwasher, whose dimen- 
sions are 16x16x14%4”, plus a mo- 
tor housing 3%” high, is made of 
heavy gauge metal. A patented 
stacking arrangement permits sus- 
pension of dinnerware, glassware 
and silver so that all surfaces are 
exposed to a surging water action. 
An electric motor propels a centri- 
fugal pump which sprays two con- 
stantly rotating streams of hot 
water at different angles across 
the contents. 

The Matic-Maid has a clear 
plastic “visi-window” through 
which the housewife can watch 
the dishwashing process in action. 
After the machine is filled with 
hot water, the connection to the 
faucet can be removed, leaving the 
latter free for other kitchen tasks 
while the dishwasher is operating. 


a Up until now, Cory has con- 
centrated its appliance manufac- 
turing operations here and in To- 
ronto. J. W. Alsdorf, Cory pres- 
ident, said production of the dish- 


N. Schlegel J. W. Alsdorf 


washer will be continued in Cal- 
ifornia for the present, but that 
eventually it will.be augmented by 
making “mid-continent and east- 
ern manufacturing facilities avail- 
able.” . 

Cory’s acquisition of the product, 
Mr, Alsdorf said,"‘is ote more step 
in the Cory pattern | to develop 
products which serve a vital need 
in the American home and to pro- 
duce these products at a price that 
is within the reach of the average 
American consumer. 

“Cory has long been devoted to 
the rather unique and exciting 
phase of manufacturing wherein 


TO DEALERS—Cory Corp., in this two- 
color ad in the January Electrical Mer- 
chandising, urges additional retailers 
to build coffee brewer sales with its 
“guar inst-b L “ plan. The 
new electric dishwasher to be introduced 
is pictured in one of the side illustrations. 


different products, seeking to dis- 
cover and then meet some im- 
portant unfulfilled desire in the 
American household.” 


® Quoting a nationwide consumer 
survey, he said it indicated that 
dishwashing is the third most 
disagreeable household task among 
non-owners of electric dishwash- 
ers, following ironing and clean- 
ing. Major obstacle to greater pur- 
chases of dishwashers, he said, has 
been the high cost which puts them 
in the luxury class. 

“Paradoxically, those who could 
afford to buy a washer could also 
afford to hire a maid to do the 
dishes in the first place,” he com- 
mented. 

In 1948, according to trade fig- 
ures, 225,000 dishwashers were 
sold at an average price of $275, 
plus installation. With the port- 
able Matic-Maid, Cory believes the 
hardware dealer can help expand 
the market—as well as electric ap- 
pliance and department stores can 
do—because no installation prob- 
lems are involved’ 


= According to R. N. Hoye, adver- 
tising manager, no company has 
as yet developed a_ tailor-made 
sales formula to move dishwashers 
in real volume. 

“We're firmly convinced, how- 
ever,” he said, “that dishwashing is 
the next home problem that’s to be 
solved by a low-cost packaged ap- 
pliance. We now have the machine 
that will do the job...and expect 
that through intensive market test- 
ing, later followed by national ads, 
we'll find the sales formula which 
really pays off.” 

They may, if Cory repeats the 
pattern used for its “guaranteed 
against breakage” Rubberless cof- 
fee brewers and the method being 
employed to build sales of the 
electric knife sharpener. 


w Cory became interested in elec- 
tric knife sharpeners because they 
knew that sharpening knives prop- 
erly is virtually an impossible 
household task. After investigat- 
ing the market, Cory found an an- 
swer in a small electric knife 
sharpener, The appliance was mov- 
ing slowly, at the $9.95 price. 

Cory purchased it, made design 
and manufacturing refinements, 
developed a handy counter demon- 
stration kit which allows the pros- 
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pect to make an on-the-spot tes 
of the sharpener’s effectiveness 
put intensive promotion effort be. 
hind it—and proved it would sejj 
in volume at $11.95. 

During the first nine months of 
sales, more than 100,000 were mar. 
keted. During 1949, the company 
figures, more than 200,000 went 
over retail counters, backed by the 
first national advertising promot. 
ing them as gift items of year. 
around use. 


# Cory also has developed an auto. 
matic coffee brewer, after many 
months of weighing possible ex. 
pansion in that line. It has intro. 
duced a chrome-plated brewer at 
$28.50 plus tax, or a “mass mar. 
ket” brewer of the same type con- 
structed of aluminum, at $19.95 
plus tax. The new metal varieties 
of the brewer were oversold before 
Christmas; the company is opening 
up a new manufacturing unit and 
is starting national advertising. 

In commercial and institutional 
fields, Cory also is expanding sales 
of a line of push-button coffee 
brewers. It figures sales of these 
brewers, which prepare coffee 
“fresh every three minutes,” were 
well over $1,500,000 last year. 
Prospects and present users in- 
clude the major chain drug and 
variety stores, restaurants and 
other eating places, hotels and 
hospitals, etc. 


= Mr. Alsdorf is one company head 
who believes firmly that the only 
sound marketing is mass market- 
ing. He became head of Cory in 
December, 1942, when the com- 
pany founded by the late Harvey 
Cory was making sales of about 
$2,000,000 annually. Under Als- 


adopted these policies: Products 
should be reasonably priced and 
excellently styled; goods should be 
fair traded, and they should be 
sold only through distributors. 

A year ago, when warehouses 
were full of coffee brewers and 
some of Cory’s competitors were 
trimming prices—as were worried 
distributors and dealers—Cory de- 
cided it wouldn’t cut prices until 
it could trim manufacturing costs. 
It refused to take back any sup- 
plies from its outlets, but insisted 
that aggressive selling in lieu of 
reduced prices would still move 
merchandise in volume. 

Its “guaranteed against break- 
age” policy on “flame-tested” Rub- 
berless coffee brewers was fea- 
tured during the fall ’49 campaign. 
The six-month guarantee had been 
introduced at the Housewares 
Show in Atlantic City. It was ex- 
tended to a national basis as a re- 
sult of preliminary successes in a 
Columbus, O., test last spring. 


s In its current copy to dealers in 
Electrical Merchandising, Cory an- 
nounces that the promotion will 
be continued through this year. 
Dealers are urged to qualify for 
participation in the program. 
They’re then given guarantee cards 
on present stock, and are told, 
“Cory handles all the replacements 
direct—no trouble to you.” 

Cory now operates with a na- 
tional sales force of 35. A new pre- 
mium sales department is being 
set up within the sales division, 
following recommendations made 
by Mason-Wilson Associates, which 


has been acting as premium sales 


the manufacturer pioneers new and 


ELECTROTYPE Co. 
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onsultant to the company for the 
year. 
Dancer-Fitzgerald-Sample here 
nas handled the Cory account since 
jast August. 


sAYS DISHWASHERS 
GAIN IN ACCEPTANCE 

Cuicaco—Automatic electric 
jishwashers are gaining public ac- 
eptance more rapidly than any 
sther major appliance since the 
qtomatic washer, but they are still 
yxury items appealing chiefly to 
higher income families, according 
to Edward R. Taylor, sales mana- 
ger of Hotpoint Inc. 

Interpreting results of a con- 
sumer survey conducted on a con- 
tinuing basis last year by the com- 
pany’s marketing department, he 
pointed out that 60.3% of the ma- 
chines sold in 1949 went into homes 
yalued in excess of $15,000. 

However, he added, the number 
of dealers handling dishwashers 
in 1949 increased an estimated 18% 
over 1948, while ten years ago less 
than 5% of the retailers were en- 
gaged in this business, That, he 
said, indicates that dealers are 
learning that the appliance offers 
the best profit opportunity since 
they started merchandising it 15 
years ago. 


s As a result of the high income 
market for the dishwasher, said 
Mr. Taylor, “‘there isn’t much pres- 
sure to reduce installation cost, 
which averaged $66 in 1949, an in- 
dicated decrease of only $3 from 
the 1948 national level.” 

While the majority of dishwash- 
ers was sold to families in higher 
income brackets, 23.2% were sold 


to homes in the $10,000 to $15,000 
class, and 16.5% were sold to oc- 
cupants of homes valued at less 
than $10,000. Families who lived 
in cities over 50,000 population 
made 43.1% of the purchases; 
46.6% lived in towns under 50,000, 
and 10.3% of the consumers lived 
on farms. 

The figures cited by the sales 
chief of the General Electric affili- 
ate are projections of a random 
sampling of 10,000 questionnaires 
filled out by users who bought 
dishwashers in the 12 months 
ended Nov. 31. Hotpoint, largest 
dishwasher maker in the industry, 
conducts the continuing card sur- 
vey through its market research 
department. 


a The biggest group, 47.1%, bought 
a dishwasher as a separate pur- 
chase, but 37.3% of the purchases 
were related to kitchen remodeling, 
and 14.8% went into new homes. 
These 52.1% remodeling and new 
home installations, Mr. Taylor de- 
clared, show that at least half of 
the market is definitely committed 
to a built-in machine that is part 
of making an “all-electric kitchen.” 

Describing the indicated national 
average installation cost of $66 as 
“too high,” Mr. Taylor said this 
figure should take a sharp down- 
ward turn this year, with a con- 
tributing factor being “ready- 
plumbed” dishwashers installed at 
less than half former costs (these 
machines have a pump that emp- 
ties water from the dishwasher 
into the reguiar drain under the 
sink, eliminating special plumbing 
connections when the appliance is 
installed). 


Pond’s Enters TV Field 


Pond’s Extract Co., New York, 
has launched a 21-week television 
Spot campaign on stations in New 

ork, Boston, Washington and 
Philadelphia. One-minute and 20- 
second announcements, through J. 
Walter Thompson Co., will feature 
Pond’s tissues. 


Two Join Lewin Agency 


Frank Brandt, formerly with 
Shappe-Wilkes, has been named 
an assistant art director of A. W. 
Lewin Co., New York. Fred Bell, 
formerly with Young & Rubicam, 
has joined Lewin’s copy staff. 


Godfrey's Tea Spiel 
Rates Top Starch Honors 


Arthur Godfrey’s TV commer- 
cials for Lipton’s tea were at the 
top of the Starch “inclination to 
buy” list in December. Other pro- 
ducts with high scores in this re- 
spect were Sanka coffee, Ivory 
soap and International Silver. 

Interviews on which the Starch 
analyses of commercials are based 
are made monthly in four TV 
cities. 


GREEN BAY. ~ 
= WISCONSIN’ 


Standard Brands Ups Griggs 


Robert W. Griggs, manager of 
the employe relations department, 
has been appointed director of in- 
dustrial relations of Standard 
Brands Inc., New York. He has/|® 
been with the organization since|j 
1919. 


Appoints Sutherland-Abbott 
Sutherland-Abbott, Boston, has/§ 
been appointed to direct the ad- 
vertising of National Research 
Corp. 
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PRINTING PRODUCTS CORPORATION 


Gan Do Fo eS 


This plant has special equipment and F 
complete facilities for producing 


Catalogs, Publications 
and General Printing | 


PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 
order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 
rates PRINTING PRODUCTS CORPORATION and 
ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 
quality, quick delivery, and right prices. 


We Solicit Your Printing Orders and Will Serve You Well’ 


(THE FORMER ROGERS AND HALL COMPANY) 


PRINTERS 


- Relieve yourself of all 


‘tion give special services 


Artists ¢ Engravers ¢ Electrotypers 
Telephone WAbash 23380 — Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois w. 


equipped printing plant. 
' (The former Rogers & Hall 
Company plent) 


anxiety and worry. Place 
your printing orders with 
PRINTING - PRODUCTS 
CORPORATION. 


Our plant and organiza- 


and furnish advantages 
too varied to mention in 
this advertisement. 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D, 


ideas and 
While the 
the small 


successes. 


It has long been my belief that 
consumer (and dealer) research of 
all kinds is an indispensable tool 
for the business man. Every ad- 
vertiser, retailer as well as man- 
ufacturer, can use it to make his 
operation more effective—if he 
uses it intelligently. 


former vice-president 
Thompson Company, 
monthly series of discussions on tested 


neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


Woolf, famed copywriter and 
of J. Walter 
is writing this 


basic advertising principles. 
series is aimed primarily at 
business man who may be a 


Surveys and polls and reader- 
ship studies, however, have been 
oversold and glamorized beyond 
their true value. Too much atten- 
tion has been given to what peo- 
ple think—for the reason that most 
people don’t think. The average 
man-on-the-street has no genuine 


When you advertise in a specific 
Haire Merchandising Magazine, you 
reach your prospect when he’s 
“minding his business!” Men and 
women in major merchandising fields 
consistently buy and read _ specific 
Haire Publications for authoritative 
reports on trends and developments 
in that field. Addressing your pros- 
pects through the Haire line-of-least- 
resistance, you're driving straight 
down the fairway to sales. 
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convictions of his own about most 
things most of the time. One great 
difficulty is inherent in human 
vanity. Vanity is such a potent 
force that many persons shrink 
from owning up that they don’t 
know. Any student of human na- 
ture is well aware of this fact; if 
space permitted, pages of scholarly 
evidence could be quoted in proof 
of it. 


s Another line of probing—What 
have been Mr. Citizen’s past ac- 
tions?—tis also beclouded by vanity 
and intellectual moribundity. If he 
has greedily been eating the wrong 
foods, or is neglecting his chil- 
dren’s teeth, or is reading trashy 
magazines, or is spending more 
than he earns, will he confess his 
sins with sufficient frequency to 
permit statistical validity? The in- 
terviewer must be very sharp. 

Another type of inquiry—What 
will his future actions be?—is also 
beset with difficulties for the same 
general reasons. If Mr. Citizen has 
no intentions of mending his ways 
and seeing to it that his children 
get a better diet, or of putting his 
money into a home for his family, 
or of seeing to it that his wife 
gets proper medical care, will he 
own up to it? Will he admit read- 
ily, for example, that he iniends to 
turn in his war bonds for a new 
car? 


s Perhaps hardest of all is the 
interview designed to find out 
what Mr. Citizen knows. What is 
Vitamin D? What is processed 
cheese? What is Pilsner beer? What 
is a pressure cooker? What is 
fluorescent lighting? What is calor- 
ic energy? 

This type of probe, on its face, 
seems simple enough: either Mr. 
Citizen knows or doesn’t know 
what caloric energy is. But the 
trouble is this: If he doesn’t know, 
the fact is not always easily ap- 
parent to the investigator because 
the interviewee guesses—and fre- 
quently guesses correctly. A some- 
what similar phenomenon may be 
observed in the parlor game of 
Categories. The contestants write 
something down and hope to God 
it is correct. 


s Another pitfall is the fact people 
like to give the answers that are 
expected of them. They want to be 
pleasant and obliging. 

“I am pretty sour on consumer 
and dealer research,” said a cer- 
tain able sales manager to me the 
other day. “It’s dynamite unless 
it’s handled right.” 

He went on to say that his com- 
pany had invented and planned to 
market a novel household appli- 
ance. Several pilot models were 
mocked up and put into the hands 
of a crew of house-to-house re- 
searchers. Sixty-five per cent of 
the 500 women interviewed de- 
clared pleasantly that they would 
very likely buy the device when it 
was available in stores. 
Supplementing this consumer 


of his best men called on 40 im- 
portant retail outlets. Showing the 
pilot model, they explained that 
what they wanted was not an order 
but an opinion. Would the store 
be interested in stocking the ap- 
pliance when it was ready? 

The buyers, gracious but busy, 
said that in all probability they 
would. Be sure to see us again, 
they asked, when your product is 
ready for the market. 


@ On the strength of this en- 
couragement, the manufacturer in- 
vested $100,000 in tooling up for 
mass production. Then came dis- 
illusionment: the appliance turned 
out to be a turkey. The trade 
wasn’t having any. Of the 40 buy- 
ers interviewed originally, one 
“bought” a small stock on con- 
signment. All of the other buyers 
said “we'll wait and see.” A news- 


query, the sales manager and two h 
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‘The Eye and Ear Department 


Friend was born in Bethlehem, 


The week before the week before Christmas, “Duffy’s Tavern” 
pulled off one of the finest integrated commercials this reviewer 
has ever heard. Archie bet Finnegan he could make Clancy the 
Cop say “Blatz” ten times in the space of one minute. Clancy 


“Blatz” the tenth time till the sixty-first second. 


of his who had a bar and grill in Allentown. 


gram, he sincerely feels, merits obliteration. 


didn’t create a ripple. 

“It is now my firm conviction,” 
declares this sales manager, “that 
research of this kind is utterly 
meaningless unless it involves an 
actual sale. Most people want to be 
agreeable, and it is much easier 
and nicer to give a favorable opin- 
ion, when it costs nothing, than a 
negative one.” 


e I wonder if red-hot copy ideas 
often emerge from consumer and 
dealer probes. The man (Stanley 
Resor) who made advertising his- 
tory with the early Woodbury soap 
copy didn’t find “A Skin You Love 
to Touch” in the pages of a re- 
search report. I venture to say that 
it wasn’t an inquiry into what the 
public thinks about personal clean- 
liness that gave birth to the B. O. 
idea for Lifebuoy. It is my belief 
that “Look at All Three” didn’t 
come out of a public opinion poll. 
Most people do not have any 
positive notions on what they want. 
They certainly didn’t want 
Swell Soaps in One” until adver- 
tising came along and gave them 
an idea. They weren’t unhappy 
with homemade mayonnaise and 
boiled dressing until Kraft Miracle 
Whip came along. That most folks 
like cereals that “snap, crackle and 
pop” hardly needed to be proved 
by a consumer study. 
Don’t be afraid of a statistical 
finding if it doesn’t make sense 
to you. Advertising is NOT a sci- 
ence—it is an art, and there are 
not very many hard-and-fast rules. 
Gather together all the facts you 
can, by all means—and then play 
your hunch. It was the hunch boys 
—and not the statisticians—who 
guessed right on the Truman elec- 
tion. 


Sylvania Promotes Two 


George C. Connor, general sales 
manager of the electronics division, 
as been named general sales 
manager of the photoflash divi- 
sion of Sylvania Electric Products 
Inc., New York. Alfred C. 
branz, government sales repre- 
sentative for the electronics divi- 
sion in Washington, has been ap- 
pointed to succeed Mr. Connor as 
general sales manager of the elec- 
tronics division. 


GF Advances Two 


Floyd Filson, district sales man- 
ager in Oklahoma City, has been 
appointed district sales manager 
in Pittsburgh for General Foods 
Corp. G. B. Fredenberger, assistant 
district manager, has been named 
to succeed Mr. Filson as district 
sales manager in Oklahoma City. 


Dunham Retires Prentice 


O. J. Prentice has retired after 
30 years as advertising manager of 
C. A. Dunham Co., Chicago, Dun- 
ham Vari-Vac differential steam 
heating system and low pressure 


paper campaign in three test cities 


steam appliances. 


(C 
said “Blatz” nine times, but played all around the tenth mention [f qpank: 
with appetizing descriptions of the product. It fit beautifully [fio as 
into the general character of the program and, at the same time, |f jong c! 
caused the word “Blatz” to become firmly implanted in the mind |] pembe: 
of the listener. Archie, by.the way, lost the bet. Clancy didn’t say |} Life; | 

from | 
To find out if this had become common practice on the Blatz |} g, Dec. 
program, this reviewer tuned in “Duffy’s Tavern” the week be- |} jier’s; 
fore Christmas—to hear a revolting version, a la Archie, of Dick- |} pecem 
ens’ “Christmas Carol.” Only this time, Duffy was taken around ]} 5%’, N 
town instead of Scrooge—and a Character Who said He was born 
in Bethlehem substituted for the three Christmas spirits. Lowest #» Ano’ 
point of the program was when Archie, hearing his mysterious § ecutive 
asked Him if he knew a friend fyice c 
: Baptisi 
Originality such as the above-mentioned commercial, this re- # liquor 
viewer feels, deserves recognition. Originality such as the pro- _ 
a brea 
reason, 
kind.” 
1900 Corp. Plans 1950 Ads — 
for Laundry Appliances an rte 
The Nineteen Hundred Corp., Stl nesses 
Joseph, Mich., has told its regio themse 
sales managers that the compan Brien | 
will continue its basic advertisi 
program in 1950, with certain adq ‘heir 1 
ditions contemplated. talked 
The schedule includes Bette§to edu 
Homes & Gardens, Ladies’ Home} danger 
Journal and The Saturday Evening} trom r 
eo ma the company = use 4 
ey city newspaper campaign sim 
ilar to its drive last fall. Radio, 77 hag! 
and point of sale material will & . 
supplied dealers. A new gas drye| ®PPe@! 
was introduced at the furnitum) ©45¢ © 
market in Chicago last week. Beau-| ING A’ 
mont & Hohman is the agency. that b 
° | vision 
Maps My-T-Fine Campaign _ “No 
Penick & Ford, New York, om 
launch a six-month campaign they’ll 
its My-T-Fine desserts with a ful] our ho 
page in color in the Feb. 27 issut{ footbal 
of Life. Full pages in color als¢ jnyolvi 
will be used in Better Homes & Rep. 
Gardens, Family Circle, Ladies pou 
Home Journal, and Woman’s Day _ 
Pages in b&w will be used in Goog 5°€ 1D 
“4! Housekeeping, Parents’ Magazing —N0t | 
and Western Family. In additioi wo 
comic strips will be used in 125] the pe 
newspapers and participating pro-} ate an: 
grams are being booked on radiO} pjj) 0) 
Batten, Barton, Durstine & Osborn} }, eng 
is the agency. bur E 
Branchor to Freund Agency op 
Ruth Branchor, formerly copy} «p,, 
chief of Chernow Co., has joined I think 
the executive staff of Morton . 
Freund Advertising Agency, New) °" cl 
York. or vot 
and sa! 
WNAO and WDUK Name Weed} “Mal 
Weed & Co. has been appointedj titude 
exclusive station representative off May w 
WNAO, Raleigh, N. C., and WDUK,} not wai 
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Advertising Age, January 16, 1950 


16, 
Drys, Admen 
Debate Bill to 
vern” i Ads 
ve, (ban Liquor 
y the 
lancy (Continued from Page 1) 
ntion jf thanksgiving and Christmas. His 
ifully [fjwo assistants held up a 22-foot- 
time, |f jong chain of liquor ads from De- 
mind |[mber Esquire; 14’ from Dec. 12 
‘t say If Life; 12’ from Dec. 19 Time; 10’ 
from December Cosmopolitan; 
Blatz |} 9, Dec. 22 Look; 8%’, Nov. 19 Col- 
k be- |} fier’s; 8’, December Holiday; 7’, 
Dick- |] December American Magazine and 
‘ound 115%’, Nov. 21 Newsweek. 
born 
owest fg Another, Hugh A. Brimm, ex- 
rious {ecutive secretary of the social ser- 
riend fyice commission of the Southern 
Baptist Convention, charged that 
is re- liquor is “a killer, a debaucher of 
pro- character, a prostitute of virtue, 
a breaker of homes, a dethroner of 
reason, a blight and curse to man- 
———eel kind.” 
ds Though their leaders insisted the 
Drys are not pressing for a return 
| of prohibition, individual Dry wit- 
Orp., Sti nesses found it hard to restrain 
regional themselves. Questioned by Sen. 
ertlain Brien McMahon (D., Conn.) as to 
ain adq their real objectives, one witness 
talked of “a government agency 
| Bette§ to educate people as to the real 
’ Home} danger of alcohol as a poison, aside 
Evening] from moral considerations.” 
ll use 4 
“1 TT w The sponsor of the legislation, 
cwitl be} Sen. William Langer (R., N. D,), 
s drye appeared briefly. He rested his 
irnitur| case on a clipping from ADVERTIS- 


«, Beau ING AGE, Oct. 24, 1948, reporting 


icy. | that brewers were finding tele- 
| vision “a natural medium.” 

ign “No doubt about it,” he told the 

rk, committee. “Before you know it 


1ign they'll be bringing their ads into 
h a fulj our homes in the middle of some 
17 issut§ football game—maybe even a game 
or alsd involving Southern Methodist.” 


mat Repeatedly the Drys tried to 
’s Day convince the committee that their 
n Goog Sle interest is in liquor advertising 
agazing —not prohibition. 

dditio: “I venture that 75% to 80% of 
in 125 the people would applaud the Sen- 


ate and the Congress if the Langer 
| radio. bill or some similar bill should 
Osborml be enacted into law,” Bishop Wil- 
bur E. Hammaker, president of the 
Methodist Board of Temperance, 
told the committee. 

“Do not get the impression that 
I think that even 50% of Ameri- 
can citizens would speak against 
or vote against the manufacture 
and sale of alcoholic beverages. 

“Make no mistake about the at- 
titude of Mr. Average Man. He 
may want his liquor but he does 
not want the makers and purveyors 
of liquor shouting in the market 
place all kinds of words praising 
his wares and seeking feverishly 
to have more and more people con- 
sume more and more beverages.” 


® Several supporters claimed this 
isa “state’s rights” bill to “protect” 
residents of “dry” states from ad- 
Vertising which urges them to 
“violate the law.” 

Sam Morris, famous dry broad- 
taster, complained that clear chan- 
nel radio stations which brought 
beer and wine commercials into 
dry areas .refused to sell time for 
anti-liquor broadcasts. He said 
WSB, Atlanta, offered him time at 
11:15 p.m. 

“It is undemocratic, unAmeri- 
tan and unfair for networks and 
stations to sell choice time to al- 
tohol and refuse to sell time to 
Drys,” he charged. 

He claimed he has spent $10,000 
to $15,000 trying to get stations 
‘not to put beer off, but to let us 
on.” He claimed he supported the 
Langer bill as the only way “to 
Stop one-sided propaganda.” 


8 Spokesmen for the Distilled 
Spirits Institute, major industry 
trade group, warned that the legis- 


lation “is a precedent fraught with 
danger to the right to conduct any 
legal business in a land which 
prides itself on freedom and equal 
justice for all.” 

R. E. Joyce, president of the in- 
stitute, pointed to “self-imposed re- 
straints” accepted by members. He 
said they do no advertising in pa- 
pers carrying Sunday datelines; do 
not use pictures or references to 
women in advertising; do not ad- 
vertise in religious publications, 
and refrain from using radio or 
television to advertise distilled 
spirits. 

Another institute witness, Joseph 
A. Engelhard, president of Glen- 
more Distilleries Inc., Louisville, 
said the distilled spirits industry 
uses “dignified, low-pressure ap- 
peals,” designed “merely to estab- 
lish brand names and win a share 
of the existing market.” 

“Authoritative readership sur- 
veys prove that alcoholic beverage 
advertising gets extremely low 
noting and reading in both news- 
papers and magazines,” he said. 


s Arguing that the type of ad has 
little to do with sales, he said the 
state with the severest advertising 
restrictions in the country—only 
bottle and price may be shown—- 
has the fourth highest per capita 
consumption. 

Buttressing the distillers and the 
advertising industry were a host 
of spokesmen for state councils of 
brewery workers. Their leader, 
Joseph E. Brady of Cincinnati, 
claimed the bill is prohibition, 
“pure and simple.” 

“Why single out alcoholic bev- 
erage advertising?” he asked. “I 
can think of many things which 
appear in newspapers and maga- 
zines to which young people should 
not be exposed—not only adver- 
tisements, but news and feature 
stories as well.” 


w Except for the Federal Trade 
Commission, government agencies 
are not supporting the bill. 

Lowell Mason, acting FTC chair- 
man, indicated FTC would be will- 
ing to see it pass, provided it in- 
cluded a preamble stating that li- 
quor advertising “has the tendency 
and effect of encouraging the vice 
of intemperance among users, of 
installing in the minds of minors 
and other persons the erroneous 
belief that the use of liquors is 
conducive to health and well being, 
and of inducing and bringing about 
the consumption of such liquors to 
an extent and degree inconsistent 
with the social welfare of the peo- 
ple of the U. S.” 


ws The unanimous opposition of ad- 
vertising men was made clear by 
statements prepared for the hear- 
ing by counsel for five national or- 
ganizations—Association of Na- 
tional Advertisers, American 
Newspaper Publishers Association, 
American Association of Advertis- 
ing Agencies, Magazine Advertis- 
ing Bureau and Advertising Fed- 
eration of America. 

Representing the Association of 
National Advertisers, General 
Counsel Isaac W. Digges made it 
clear that the association takes no 
position for or against the sale of 
alcoholic beverages. 

In his preliminary statement, 
Mr. Digges said: “We oppose 
S. 1847 on principle, because we 
believe it embodies a legislative 
precedent of widespread implica- 
tions reaching far beyond the scope 
of the manufacture, sale and ad- 
vertising of aicoholic beverages, 
and it is for that reason principal- 
ly that the board of directors of the 
association has instructed me to 
appear and oppose the bill.” 


ws Opening his attack with points 
of legislative policy, Mr. Digges 
attacked the proposed bill on eight 
points: 

“1. It is immediately apparent 
that S. 1847 addresses itself to 
commodities which lawfully may 
be sold in interstate commerce. 


National Nielsen-Ratings of Top Radio Shows 


Week of Dec. 4-10, 1949 
All tigures copyright by A. C. Nielsen Co. 


Current Homes Current Points 
Rank Rank Program (000) Rating Change 
epee, ete oy - -WEEK Fist 4 FOR ALL PROGRAMS) (3, - (10.0) -e 
ns ckdeedesassseccsed 

2 2 Jack a (CBS, Lucky Strike) .........0se0ee He 22.8 +0.2 
3 3 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....7,974 20.3 —2.3 

4 8 Amos ‘n’ Andy (CBS, Lever Bros.) ............. 463 19.0 +19 

5 4 My Friend, Irma (CBS, Lever Bros.) .............. 7,110 18.1 —3.5 

6 7 Charlie McCarthy (CBS, Coca-Cola) .............. 6,874 17.5 —0.7 

7 5 Fibber McGee & Molly (NBC, S. C. Johnson) ...... 6,521 16.6 —0.2 

8 10 Walter Winchell (ABC, Kaiser-Frazer) .......... 6,481 16.5 0.0 
9 26 5 See 6,324 16.1 +2.6 
10 24 Gene Autry (CBS, Wrigley) ..............ceeeee 6,285 16.0 +17 
ll 40 F. B. I. In Peace and War (CBS, P&G) .......... 6,285 16.0 +3.9 
12 20 Fanny Brice-Baby Snooks (NBC, Lewis-Howe) ...... 6,285 16.0 +15 
13 9 Bob Hope (NBC, Lever Bros.) ...........000000: 15.7 —12 
14 4 Mr. District Attorney (NBC, Bristol-Myers) 15.5 —0.2 
15 ll Day in the Life of Dennis Day (NBC, Colgate , 14.9 —14 
16 22 Judy Canova (NBC, Colgate) ..............045. 5,814 14.8 +0.4 
17 35 Our Miss Brooks (CBS, Colgate) ................ 5,774 14.7 +19 
18 27 Dr. Christian (CBS, Chesebrough) .............. 5,735 14.6 +11 
19 6 Mystery Theater (CBS, Sterling Drug) ............ 5,696 14.5 —4.1 
20 16 Inner Sanctum (CBS, Emerson) ................ 5,578 14.2 —0.7 
pene, | eee toy! Rg pea FOR ALL PROGRAMS) (2, ryAy (68) (—0.1) 
Eb dededesevedebenteed 3.8 +0.8 

2 2 —- Rane (ABC, General Mills) .............. ry 37 11.6 —0.2 

3 3 Oxydel Show (CBS, PAG) .......ccccccccccees 4,282 10.9 —0.8 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2, ae (5.9) (+-0.5) 
1 1 Arthur Godfrey (CBS, Chesterfield) ............ 4,5 115 +0. 

2 5 Romance of Helen Trent (CBS, Weivehaii pee rs! 4 9.8 +16 

3 4 Right to Happiness (NBC, P&G) .............. 3,810 9.7 +12 
4 6 Pepper Young’s Family (NBC, P&G) ............ 3,692 9.4 +13 

5 2 Arthur Godfrey (CBS, Nabisco) ................ 3,692 9.4 —0.5 
6 10 Backstage Wife (NBC, Sterling) ............... 3,575 9.1 +15 
7 9 Wendy Warren (CBS, General Foods) ............ 3,535 9.0 +13 

8 19 Stella Dallas (NBC, Sterling) ............ceeee 3,535 9.0 +18 
9 ll Aunt Jenny (CBS, Lever Bros.) ................ 3,417 8.7 +11 
10 7 Young Widder Brown (NBC, Sterling) ............ 3,378 8.6 +0.5 
ll 16 Fa e rer eee 3,339 8.5 +12 
12 12 Our Gal, Sunday (CBS, Amer. Home Prods.) ...... 3,339 8.5 +0.9 

13 8 When A Girl Marries (NBC, General Foods) ........ 3,260 8.3 +0.5 

4 17 cece nae des 665206 dedd 3,260 8.3 +10 
15 15 See Se EE UE re de¥esesdscaseucercces 3,142 8.0 +0.7 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2, 435) (6.2) (—0.1) 
1 3 Stars Over Hollywood (CBS, Armour) .......... 13.6 +3. 
2 1 Grand Central Station (CBS, Pillsbury) .......... Hey} 13.3 +14 

3 2 ROGEIONS VRREEET GOOD cccscccccccscccccveces 4,910 12.5 +0.7 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,414) (3.6) (—0.4) 
1 1 True Detective Mysteries (MBS, Williamson) ...... a 13.1 —12 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.) .......... 11.4 —0.2 

3 3 Martin Kane, Private Eye (MBS, General Foods) . aoes 10.4 —0.5 


However, it says in effect that al- 
though the products themselves 
are the lawful subject of interstate 
transactions, nevertheless, the ad- 
vertising of those products shall 
be prohibited in all channels of in- 
terstate commerce. 

“2. The bill prohibits the ad- 
vertising of lawful commodities in 
interstate commerce regardless of 
the wishes of the states where the 
advertising will have its effect 
upon the consumer. The 2lst 
amendment has been on the books 
for almost 16 years. Under that 
amendment, each state was given 
absolute authority in its own do- 
main... 


a “3. A great defect in the bill 
from the viewpoint of those rep- 
resenting the business community 
is the proposition that all adver- 
tising of alcoholic beverages should 
be banned in the channels of com- 
merce, regardless of whether the 
advertising is offensive to public 
taste or not. 

“The bill is not limited to ban- 
ning advertising which may come 
into the home by radio; it is not 
limited to advertising which might 
be fraudulent, offend good morals 
or good taste, or which might be 
deceptive, uninformative as to con- 
tents, or beverages which in fact 
are intoxicating. 

“4. The bill discriminates un- 
justly against publishers in inter- 
state commerce in favor of those 
engaged in intrastate commerce, 
without serving any useful public 
purpose 

“5. This bill is an attack upon 
a free press...If I were a pub- 
lisher I would shiver in my boots 
at the implications of such a pol- 
icy, for I would say to myself that 
if the Congress were able to cut 
off all my revenue from advertis- 
ing of lawful commodities it could 
put me out of business. 


s “6. S. 1847 represents an attempt 
to reassert congressional control 
over a moral and social question 
which was returned to the states 
by the 21st Amendment. 

“7, At prior hearings on similar 
bills, a great deal was said about 
radio... 

“The largest of the national 


chains prohibits all wine and hard 
liquor advertising. All four of the 
networks turn down advertising 
for hard liquor. 

“8. Finally, the bill discriminates 
against magazines and radio in fa- 
vor of local newspapers. Such a 
principle cannot be endorsed by 
my organization, which believes in 
equal opportunity for all mediums 
of advertising, freely competing 
one with the other for the patron- 
age of American business.” 

Cranston Williams, general man- 
ager of the American Newspaper 
Publishers Association, in a letter to 
Sen. Johnson also attacked the 
Langer bill on the ground that 
commodities legally sold can be 
legally advertised. 


@ The American Association of 
Advertising Agencies was repre- 
sented by Richard L. Scheidker, 
vice-president. 

Voicing much the same view- 
point, he warned that the bill 
would establish a dangerous 
and unwise precedent in discrimi- 
nating against the liquor industry. 
He pointed out that federal regu- 
lations already regulate advertis- 
ing for alcoholic beverages. 

Representing magazine publish- 
ers, Frank Braucher, president of 
the Magazine Advertising Bureau, 
aunched a five-point attack against 
the bill, in the course of which he 
said that national advertising pro- 
tects consumers “against unscrup- 
ulous distributors who otherwise 
might be tempted to purvey in- 
ferior and deleterious production.” 


@ Representing the Advertising 
Federation of America, John 
Dwight Sullivan, legal counsel, also 
told the committee that the federa- 
tion is against the Langer bill on 
the principle that its effect would 
be to punish by statute a lawful 
industry. 

“Our concern,” he emphasized, 
“is not with the liquor industry per 
se, but with the principle involved. 
This prohibition of advertising can 
be directed against any other in- 
dustry...It strikes at the very 
heart of the advertising busi- 
ness.” 
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President Asks 
Huge Boost in 


| Postal Rates 


(Continued from Page 1) 
chanization of large post offices 
and administrative reforms, the 
President asked authority for bus- 
iness-type bookkeeping in the de- 
partment; non-political appoint- 
ment of postmasters; and for new 
legislation requiring the Civil Aer- 
onautics Board to pay airline sub- 
sidies out of funds which would 
not be charged to the Post Office 
Department. 

Last year’s administration plan 
for $250,000,000 of new postal rev- 
enue drew mass protests from bus- 
iness mail users. 

Recommending heavy surtaxes 
on the advertising portions of pub- 
the department sug- 
gested that second class mail users 
be increased 300% over a two- 
year period. It suggested that the 
rate on bulk third class mail go 
from 1¢ per piece to 2¢, and that 
parcel post and other special serv- 
ices be increased. 


s As finally reported by the House 
and Senate committees, the over- 
all second class increase is held to 
about 25%, but the impact falls 


0| almost entirely on nationally dis- 


tributed magazines and business 
papers, involving in some cases 
65% to 100% increases. A 1%¢ 
rate for bulk third class is pro- 
posed. 

Since 1945, when it was operating 
“profitably,” the Post Office De- 
partment has had about $750,000,- 
000 in wage increases and another 
$175,000,000 in increases for trans- 
portation rates and otlser services 
that it buys. In 1948 Congress ap- 
proved a $125,000,000 increase in 
the rates on parcel post, non-bulk 
third class and other special serv- 
ices, which was effective on Jan. 
1, 1949. 


One-Way Bottle Gets 
$1,000,000 Ad Push 


New YorK—Glass Container 
Manufacturers Institute will spend 
$1,000,000 in 1950 to promote the 
one-way (no return) beer bottle. 

Major portion of the budget will 
go for newspaper and poster ad- 
vertising and will be concentrated 
in 40 major markets. 

The association said that the 
bottles now are being used by 
about one-half of the country’s 
400 brewers, including 23 of the 
top 25, who sell almost half of the 
beer consumed in the U. S. 

Foote, Cone & Belding handles 
the account. 


Feature Foods to Expand 
to Midwestern Markets 


Feature Foods Radio Programs, 
an affiliate of Mitchell-Faust Ad- 
vertising Co., Chicago, until last 
November when the latter merged 
with Schwimmer & Scott (AA, 
Nov. 14), is expanding its radio- 
merchandising plan to other mid- 
western markets and expects to 
be operating in from four to seven 
cities before the end of the year. 

The merchandising plan is built 
around a half-hour radio show for 
homemakers and a crew of food 
store merchandisers who call on 
major outlets regularly checking 
stock, placement on shelves, not- 
ing results of “deals,” and setting 
up in-store displays. Lyman Weld 
and Paul Faust, principals of Fea- 
ture Foods, have opened head- 
quarter offices at 230 N. Michi- 
gan, Chicago. 


Vita Food to Sackheim 

Ben Sackheim Inc., New York, 
has been appointed to handle the 
entire account of Vita Food Prod- 
ucts Inc., importer, packer and 
distributor of food specialties. 
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Department Stores Optimistic but 
Cautious, NRDGA Conclave Shows 


(Continued from Page 1) 
lines, 20%; and increase mark- 
down sales, 9%. 

Optimism was reflected in an 
address by Charles T. Broderick, 
of Lehman Bros. Asserting that 
“total consumer income will pro- 
bably increase by some $6 billion 
or so between the last half of 
1949 and the first half of 1950, and 
should therefore be the principal 
support of the economy during the 
next few months,” he predicted: 


a “Demand for goods from all 
sources will be very slightly higher 
in the coming months than it was 
in late 1949, hence our belief that 
the direction of business activity 
in the first half of 1950 will be 
somewhere between flat and 
slightly rising.” 

Mr. Broderick took issue with 
the general belief that business 
would inevitably decline in the 
latter part of 1950. He said this 
prediction seems based on “the ob- 
session that the economy must un- 
dergo a depression as an after- 
math of the war.” 

However, he said, there are con- 
crete reasons “for believing that 
business may roll over in a minor 
way around the middle of the 
year.” He cited these reasons as 
the one-shot character of the vet- 
erans’ insurance dividends, the 
taking effect of pension payments 
by industry, and the probable rise 
in the price of finished goods. 
There was also the possibility that, 
in addition to reduced consumer 
spending, there might be a rise in 
the corporate tax load. 

He warned against overconfi- 
dence in the first half and advised 
preparedness for the second half 
of 1950, which he predicted would 
show a business activity “from flat 
to slightly falling.” 


es Julien Elfenbein, home furnish- 
ings editorial director of Haire 
Publications and president of the 
National Conference of Business 
Paper Editors, discussed sales and 
market prospects before the home 
furnishings and appliance session. 
He emphasized the need for labor- 
saving and time-saving devices in 
the home, and pointed out that the 
number of U. S. households has 


increased by 7,000,000 since 1940. 
The number of families, he said, 
is increasing at twice the rate of 
the population increase. 

“The average retail merchant 
knows more about merchandise 
than he does about people. He, 
therefore, tries to sell merchan- 
dise, when, actually today, you do 
not sell just merchandise, you sell 
people.” 

During 1950, according to Mr. 
Elfenbein, “intelligent pricing and 
simple design, high utility and in- 
formative labeling will play as 
important a part as the promotion 
and actual selling and advertising 
of a product.” 

Mr. Elfenbein put television first 
on the consumer’s “must” list, fol- 
lowed by the automatic home 
laundry and the automatic dish- 
washer. “1950 starts the great TV 
rat race,” he said. “Manufacturers 
will struggle to get the lead. Sta- 
tions will struggle to get networks 
and sponsors. Retailers will strug- 
gle to get volume or get rid of in- 
ventory.” 


s James C. Cumming, of John A. 
Cairns & Co., discussed interior 
displays for the benefit of the 
men’s and boy’s wear group ses- 
sion. Studies have shown, Mr. 
Cumming said, that these displays 
do three things: (1) reduce occu- 
pancy expense; (2) reduce selling 
cost, and (3) increase the average 
sale. 

It is most important, he said, to 
decide whether the floor space 
should be used for an open display 
or closed display. “The right 
choice,” he said, “depends on the 
proportion of your customers who 
need the help of your sales people 
versus the proportion who have 
decided what they want before the 
salesperson enters the act.” If most 
of the customers can make their 
own selections, the open display 
should be used. 

Mr. Cumming stressed the type 
of display which “will harness 
magazine editorials and the adver- 
tising of your. suppliers.” This dis- 
play may show the ad or editorial 
article itself, use the theme of the 
ad, or the manufacturer’s trade- 
mark or a similar symbol which 
appears regularly in magazine ads. 


Respect the Judgment 
of your Mat Molder 


If he can be trusted to prepare your matted campaign, he 
can be trusted to select the dry mat on which to mold it... . 


Dry mats are tricky products. 


Each brand presents small 


differences which, in unfamiliar hands, may bring results 
less than the best. . .. Do not force your Mat Molder’s crew 
to work with a mat they are not used to handling, nor pro- 
mote a need for him to stock many kinds of mats, when 
one or two would suffice. Trust HIM and you will be the 


gainer. 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 


‘ 


For dependable 
stereotyping, rely on 


UNANIMOUS—Everybody seemed agreed on promotion plans for Libby, McNeill & 
Libby when this picture was made at a sales meeting in ABC’s New York studios. 
Left to right are: John Rose, general sales manager; Jack Gregson, emcee of Libby's 
telecast, “Auction-Aire,’’ which has been extended to three new markets; Alex Rogers, 
advertising manager, and P. F. Asendorf, manager of Libby’s New York branch. 


The difficulty, he said, is that man- 
ufacturers don’t know what kind 
of displays to supply, and the stores 
themselves don’t know. He ad- 
vised that a committee be formed 
to study ways of avoiding confus- 
ion in the matter of providing pro- 
per displays. 


TV HOLDS RETAILER 
INTEREST AT MEET 


New YorK—-A good part of the 
sales promotion and visual mer- 
chandising session of NRDGA was 
devoted to a discussion of televis- 
ion. Demonstrating how the re- 
tailer can use the medium, 30 min- 
utes of the “Your Television Shop- 
per,” the DuMont show sponsored 
by Saks-34th, was presented dur- 
ing the session. Arthur See, sales 
promotion manager of Saks-34th, 
said the store had sponsored a 30- 
minute segment of the show for 
ten weeks and that “TV looks to 
me like a natural for retailers who 
want to sell merchandise hard, and 
move merchandise quickly. Radio 
could never do an effective job for 
major retailers in spite of the best 
efforts of networks and merchants 
to find some way ‘to utilize the 
medium.” 


w Mr. See said that on one pro- 
gram Miss Norris devoted about 
three minutes to a $6.95 dress, and 
110 dresses were sold “with every- 
one of those 110 sales directly 
traceable to the program.” An- 
other show called attention to an 
overcoat and suggested that wives 
call up their husbands so the men 
could drop into the store during 
lunch-hour. Five coats at $59 each 


were sold that afternoon, and all 
the men had been prompted by 
calls from their wives. 

Mr. See pointed out that the 
store had its own people on the 
show, plugged it with window dis- 
plays, and was “behind our tele- 
vision shopper 100%.” He said it 
was still “experimental, but we be- 
lieve in it and we have a pretty 
fair selling record...” 


s Mortimer W. Loewi, director of 
the DuMont network, emphasized 
that “now for the first time, in 59 
cities with TV transmitters, you 
can display, demonstrate and sell 
on a mass basis—and you can do 
it economically.” Fuller Brush pays 
$800 to stage a demonstration in 
1,000 homes, he said, while TV 
demonstrates Sterling Drug pro- 
ducts in 1,000 New York homes for 
$2.66. 

However, Mr. Loewi pointed out 
that the original investment in a 
TV station is far greater than for 
radio, and that the $5 radio spot 
or program becomes a $50 invest- 
ment on TV. “Though television is 
many times more effective than 
radio in sales impact,” he ‘said, 
“most retailers just cannot afford 
an investment proportionately so 
much greater than the cost of their 
radio or newspaper advertising.” 

He mentioned that DuMont’s 
“Shopper’s Matinee” was intended 
to develop as TV’s counterpart of 
the newspaper syndicate. This two- 
hour offering, from 2:00 to 4:00, 
Monday through Friday, is avail- 
able to affiliates for less than $100 
an hour. He reported that ten sta- 
tions now carry the new show, 
which is so put together that a 
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station can sell anything from g 
one-minute mention to a 15-mip. 
ute program to local retailers, just 
as the newspaper sells everything 
from a few lines to a full page. 


= Newspaper advertising itself was 
scrutinized during one session, at 
which Egil Krogh, Marshall Fielg 
& Co., Chicago, stressed the im. 
portance of the timing factor ip 
merchandising and advertising. He 
said that “having peak stocks of a 
commodity on hand and advertis. 
ing it exactly when customers want 
to buy that commodity is the regj 
secret in obtaining a maximum 
volume, at regular prices.” 

Charts on customer demand 
should be kept, he said, even 
though some people don’t like fig. 
ures and graphs. “It must be 
pointed out to both buyers and ad. 
vertising people,” Mr. Krogh in- 
sisted, “that this process can be a 
valuable tool to them.” 


s Fred H. Bresee, of Bresee’s De- 
partment Store, Oneonta, N. Y., ex- 
plained how, in setting up its ad- 
vertising budget, his store relied 
greatly on the American Newspa- 
per Publishers Association guide 
book and the NRDGA promotional 
calendar. The advertising depart- 
ment, he said, has a master plan 
book which shows a chart of each 
department. Each chart shows the 
planned advertising and planned 
sales, and planned inventory. The 
advertising department knows the 
dollar amount of inventory at al! 
times, both planned and actual, he 
said. 

Mr. Bresee warned against start- 
ing any business year before study- 
ing the previous year. It’s the only 
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way, he said, to “arrive at a satis- 
factory advertising budget that is| 
correct percentage-wise and dol- 
lar-wise and large enough to build | 
a satisfactory volume, never cut-! 
ting your advertising budget unless 
absolutely necessary and increas- 
ing it whenever possible...” 


a While noting the tremendous in- 
crease in retail sales volume over 
the past ten years, Dr. Charles M. 
Edwards, dean of the New York 
University School of Retailing, said 
that “a large proportion of our ad- 
vertising still falls short of attain- 
ing either one or both of its in- 
tended goals: increased sales and 
increased profits.?’ Because of this 
he stressed the need of reapprais- 
ing advertising efforts. N. Y. U. 
School of Retailing, he said, has 
been carrying on a series of an- 
alyses covering 75 major stores 
which spend more than $35,000,000 
yearly for advertising. These 
showed, he reported, that “fully 
half of the stores’ promotional ad- 
vertisements—advertisements that 
were expected to produce im- 
mediate volume—yielded unsatis- 


factory sales in relation to their 


3144 dozen glasses 


*Glenwood J. Sherrard, president, 
has been a regular reader of THE 
HOTEL MONTHLY for many years. 


... have been purchased this year by the ~ 
Parker House*, Boston, in the normal = | 
replacement of glassware. ' 


Here is a good example of the big vol- 
ume replacement buying in U. S. hotels 
—~ buying that will exceed $34,000,000 
for linen, china, glass and silver this year. 


To sell this market effectively, use: 


“HOTEL Youuts 


sell the primary hotel market FIRS 7 
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Announcement of a nationwide 

public relations campaign, slated 
fr April, was made on the con- 
yntion’s final day. The campaign 
heme will be “The Miracle of 
gmerica Thrives on Progress.” 
gponsored by the NRDGA, the 
jive will be supported by the 
(NPA, the Advertising Council, 
gd the Newspaper Advertising 
fxecutives Association. 

The American Retail Association 
fxecutives also held its convention 
#t the Hotel Statler during Mon- 
jay, Tuesday, and Wednesday. A 
highlight of the gathering was John 
¢, Brennan’s address on the “The 
AKP Story.” Mr. Brennan, vice- 
president and secretary of the 
chain’s midwestern division, 
charged that the Department of 
justice is “trying to eliminate us 
as a competitive factor...” 


[AZARUS WINS ‘50 TOBE 
AWARD AS TOP RETAILER 
New YorK—Fred Lazarus Jr., 
president of Federated Depart- 
ment Stores, was presented last 
Thursday with the Tobe Award as 
“Retailer of the Year.” 

Dean Donald K. David of the 
Harvard Graduate School of Busi- 
ness Administration, last year’s 
winner, made the presentation. He 
remarked Mr. Lazarus had been 
chosen for the cumulative accomp- 
lishments of “industrial statesman- 
ship, broad-scale conception of re- 
tailing, over-all contribution to 
American business, liaison efforts 
between government and retailing, 
civic activities and philanthropic 
interests.” 

Mrs. Tobe Coller Davis, presi- 
dent of Tobe & Associates, mer- 
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chandise consultants, founded the 
“Oscar of Retailing” seven years 
ago. 


Harwood Launches Campaign 
tor Whisky in 15 States 


Duncan Harwood & Co., Van- 
couver, B. C., launched a new 
six-month campaign in 15 states 
and Washington, D. C., last week 
for Harwood’s Canadian blended 
whisky. 

Featuring the headline “Haven't 
You Been Missing Something?” 
and in units of 35 to 200 lines, 
copy will appear four times week- 
ly initially in 38 papers covering 
32 cities. Beverage, hotel, and res- 
taurant publications will be used. 
Theodore A. Newhoff Advertising 
Agency, New York, handles the 
account. 


Matchabelli Appoints Two 


Owen Stoner, vice-president in 
charge of advertising and promo- 
tion for Prince Matchabelli Inc., 
has been named to assume the ad- 
ditional duties of assistant gen- 
eral manager of the company. Wil- 
liam Jeffery, formerly sales and 
advertising manager of Vick 
Chemical Co. in Canada, has been 
named sales manager of Prince 
Matchabelli, succeeding Paul W. 
Pearson, resigned. Vick is the par- 
e company of Prince Matcha- 

i. 


Elander New Sales Manager 
of Aire-Ware Kitchenware 


Martin Elander, formerly as- 
sistant sales manager of Air King 
Radio Corp., has been appointed 
Sales manager of the Aire-Ware 
division of United Aircraft Prod- 
ucts, New York. Before his radio 
association he was a local district 
Sales manager for the Studebaker 
Motor Co. in New York. 


Gilbert Appoints Repplier 

Banning Repplier, formerly in 
the advertising and sales promo- 
tion department of Lionel Corp., 
New York, has been appointed to 
the newly ‘created position of sales 
Promotion manager of A. C. Gil- 
bert Co., New Haven, Conn., toy 
manufacturer. 


Hahn Joins Sackheim 

Jerome G. Hahn, formerly ac- 
count executive of Alfred J. Sil- 
berstein-Bert Goldsmith Inc., has 
joined Ben Sackheim Inc., "New 
York, in the same capacity. 
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Sinclair Expands TV 


Sinclair Refining Co.’s success 
with wrestling telecasts on WMAL- 
TV, Washington, which have been 
renewed for a second year, has in- 
fluenced the company to add to 
its television schedule. Sponsor- 
ship of a daily 15-minute news- 
cast over WCAU-TV, Philadel- 
phia, was started recently. Pro- 
grams in other cities are under 
consideration. Morey, Humm & 
Johnstone, New York, is the agen- 
cy. 


To Launch ‘Book Digest’ 


Archer St. John, president of St. 
John Publishing Co., which re- 
cently bought Magazine Digest, 
will launch a new Book Digest in 
February. 


Appoints Dorland Inc. 


Butterworth & Co., London pub- 
lisher, has appointed Dorland Inc. 
as its first agency in this country. 
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Putman Book Briets 
10 Industrial Ad 


Case Histories 


Cuicaco—“‘How Industrial Ad- 
vertising Helps Make Sales,” a re- 
port of ten specific, detailed sales- 
making programs, has been pub- 
lished by Putman Publishing Co. 
Copies are available without charge 
from the company at 737 N. Michi- 
gan Ave., Chicago 11. 

The 48-page printed booklet 
briefs ten of the entries from the 
Putman Award for 1949—the ten 
having been selected for briefing 
by the National Industrial Adver- 
tisers Association board of top 
management judges for this award. 

Attractively presented and 
briefed for quick, easy reading, 
each report tells, in specific detail, 
the company’s specific sales prob- 


lem; the job, or jobs, assigned to 
advertising; exactly what was 
done in advertising; and the tan- 
gible results achieved. 

Entries which are included in 
the volume include those of Lyon 
Metal Products Inc., the winner; 
Koppers Co. Chemical Division, 
honorable mention; and Aeroquip 
Corp., Independent Pneumatic Tool 
Co., Standard Conveyor Co., R. G. 
LeTourneau, National Electric 
Products Corp., Twin Dise Clutch 
Co., Hoffman-La Roche Vitamin 
Division, and A. P. Green Fire 
Brick Co. 


Slater Named V.P. by R&R 


Thomas G. Slater, who joined 
Ruthrauff & Ryan, New York, in 
1946, has been elected a _ vice- 
president. He will continue to han- 
dle network relations, program and 
talent development, and Canadian 
radio operations for the agency. 
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Bourjois Promotes O’Brien 


Robert L. O’Brien, formerly sales 
manager of the wholesale and 
chain divisions of Bourjois Inc., 
New York, has been appointed 
general sales manager both of 
Bourjois and Barbara Gould Inc., 
a Bourjois subsidiary. E. Raymond 
Johnson has been appointed ter- 
ritorial sales manager of the south- 
eastern region. 


Record Guild to Sackheim 


Maxwell Sackheim & Co., New 
York, has resigned the account of 
the Young People’s Record Club, 
and will handle the advertising of 
the Children’s Record Guild, a re- 
cently organized group. 


Names Cockfield, Brown 

Pepsi-Cola Co. of Canada Ltd., 
Montreal, has appointed Cock- 
field, Brown & Co., Montreal, to 
direct its advertising and sales pro- 
motion. 


Te Cont of te 
DESERET 
NEWS 


A newspaper doesn’t make, and hold, 


substantial gains in circulation and linage without 


good reasons. Sharper writing and editing—more 


attractive typography — new popular features — 


more newspictures — a great new Sunday edition 
... these are some of the reasons why the Deseret 
Neu's doubled its circulation in less than a year. 


Advertisers, local and national, have been quick 
to note the added coverage, the added impact, of 


the new Deseret News. This is evidenced by the 
records of linage gains and losses shown here.* 


Now in its 100th year, the Deseret News has 
always occupied a unique place in the lives of the 


ing market. 


people of the Mountain West. Reaching more fam- 
ilies than ever before, carrying more news than 
any other newspaper in this region,* and showing 
substantial increases in advertising linage month 
after month, the Deseret New’s is regarded by more 
and more advertisers as the best buy in this grow- 


“Source: Media Reeords 


The Deseret News belongs in your 1950 plans 


for winning the Mountain W est! 


DESERET NEWS 


Serves the Mountain West—Daily and Sunday 


National Representative: Cresmer & Woodward. Inc. 


DEPARTMENT STORE LINAGE 
GAINS OR LOSSES 


January through November 
DESERET PAPER PAPER 
NEW Ss a“ A” “BY” 
40% 9.7% 23.5% 

GAIN LOSS LOSS 


TOTAL DISPLAY LINAGE 


GAINS OR LOSSES 
January through November 
DESERET PAPER PAPER 
NEWS “_n “—- 
25.3% 1.8% 4.2% 
GAIN LOSS LOSS 
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JOSEPH E. MASON 


CLEVELAND—Joseph Eaton Ma- 
son, 69, long prominent in sales 
and advertising here, died Jan. 7 
at his home in nearby Lakewood. 

Mr. Mason had been an account 
executive with Gates-Bourgeios 
Advertising Agency for the past 
three years. Previously he was 
partner of the Morton & Mason 
agency, account executive with 
Hubbell Advertising Agency and 
sales manager of Isaac Leisy Co. 
(now Leisy Brewing Co.). 


WALTER HERROLD 


LANCASTER, Pa.—Walter W. Her- 
rold, 61, a member of the adver- 
tising and promotion staff of Arm- 
strong Cork Co. for the past 26 
years, died Jan. 11 here after a 
long illness. He joined the Arm- 
strong organization in 1923 and 
was project manager of the adver- 
tising and promotion department 
at the time of his death. 


THERE'S CONCENTRATED 


"BUYING POWER IN 


dl NSTON-SALEM 
LOOK AT THE EVIDENCE 


1948 
FURNITURE, 
HOUSEHOLD 
AND RADIO SALES 
$10,314,000* 
SINCE 1940 AN INCREASE 
OF 


369 % 


*SAL MANAGEMENT 1949 
SURVEY OF BUYING 
POWER 


WiINGTON-SALEM CWIN CNTY 


JOURNAL and SENTINEL 


MOPNING SUNDAY EVENING 
teeta { LLY-oMITH COMPANY 
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Further Reorganization 
Puts Gaines, Other NBC 
V.P.s into New Jobs 


New YorK—National Broadcast- 
ing Co. last week took another 


the network into three operating 
units—for radio, video, and owned 
and operated sta- 
tions. 

Major appoint- 
ment in the lat- 
est reorganization 
was that of Vic- 
tor T. Norton, 
formerly ‘presi- 
dent of Ameri- 
can Home Foods, 
as vice-president 
in charge of ad- 
ministration. In 
this position he is 
expected to serve on the company- 
wide administrative level. 

Mr. Norton previously had been 
sales and ad chief of Cudahy Pack- 
ing Co. and v. p. of Kenyon & Eck- 
hardt in Chicago. 

Announcement of the “realign- 
ment into three major operating 
divisions and a number of staff 
units” was made by Joseph H. Mc- 
Connell, National’s president since 
last October. The latter, it was 
said, “will assist and advise man- 
agement in planning the over-all 
conduct of NBC’s business.” 


Victor Norton 


ws Still to be appointed is the head 
of the radio division. Charles R. 
Denny, executive vice-president, 
currently is handling this assign- 
ment in addition to his own duties. 

Last week’s announcement con- 
firmed the long standing report 
that James M. Gaines, director of 
owned and operated stations, was 
to head the new stations division. 


-|Sylvester L. Weaver Jr. already 


has been designated as director of 


: the television division (AA, Nov. 


14, ’49). 

The staff functions include com- 
pany-wide control and planning 
for finances, legal activities, en- 
gineering development, personnel, 
research, and press relations, all 
under their present department 
heads. William S. Hedges, hitherto 


vice-president in charge of plan- 


5 Hie 


co-ordinated all-i 


You save 
precious hours on 
every production job with 


Faithorn 3-in-1 service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 


nclusive production. Try 


Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Norton Quits American Home Foods 
to Become NBC Administrative Chief 


ning development, has been named 
vice-president for integrated ser- 
vices of the three divisions. In- 
tegrated services, finance, engi- 
neering, research and personnel 


step forward in the separation of| @ 4 


James Gaines 


Pat Weaver 


wil) report to Mr. Norton. The re- 
maining staff executives will con- 
tinue to report to Mr. Denny. 


s “In so far as possible,” Mr. Mc- 
Connell said, “each of the com- 
pany’s three major activities on 
the operating level—the radio net- 
work, television network and 
group of stations owned by NBC— 
is to be conducted as a separate 
business and each unit will have 
grouped under it all the elements 
essential to its efficient operation. 
Operating activities in the ac- 
counting, engineering, research, 
promotion and advertising and 
station relations departments have 
been decentralized and associated 
directly with the operating func- 
tions they serve.” 

Named to two newly created 
positions—controller for the radio 
network and controller for owned 
and operated stations—were Henry 
T. Sjogren and Hamilton Shea, 
respectively. Mr. Sjogren formerly 
was controller for Deering Milli- 
ken Co. Mr. Shea left Emerson 
Drug. Co. where he was controller 
and treasurer to join NBC. 


s As previously announced, Harry 
C. Kopf, vice-president, will be in 
charge of network radio sales, and 
Charles P. Hammond, vice-presi- 
dent, is director of promotion and 
advertising activities for radio. 
News Vice-President William F. 
Brooks also is assigned to the 
radio division. George W. Wallace, 
network sales promotion manager, 
has been advanced to manager of 
radio sales planning and research. 

The lineup of TV personnel un- 
der Mr. Weaver also was an- 
nounced previously. James H. Nel- 
son, formerly director of adver- 
tising and promotion for the entire 
network, has been assigned to the 
video division as manager of ad- 
vertising and promotion. 


ws Robert W. McFadyen, research 
associate, has been named mana- 
ger of TV sales planning and re- 
search. Ernest Walling, formerly 
NBC program producer, has been 
named TV program manager. 
Leonard Hole, formerly operations 
manager of DuMont Television 
Network, has joined NBC-TV as 
production manager. 

Mr. Gaines, who as ‘head of 
the O-&-O operations supervises 
National’s spot sales department, 
will report to Mr. Denny. 


FTC to Hold Trade Practice 
Conference for Grocers 


The Federal Trade Commission 
will conduct a trade practice con- 
ference at the Statler Hotel, Wash- 
ington, Feb. 3 for the 656,000 mem- 
bers of the grocery industry. It 
will be under the supervision of 
Commissioner James M. Mead. 

Among the issues are: discrimi- 
nation in price, advertising or pro- 
motional allowances; use of loss 
leaders; misuse of the term “spe- 
cial bargain”; deception as to the 
supply of advertised merchandise; 
exclusion of competitors’ products 
from trade outlets; tie-in sales; and 


Could It Be a Case 
Of Bad Judgment? 


New YorK—Next time Rubsam 
& Horrmann Brewing Co. probably 
will check the names of partici- 
pants in sports events it sponsors. 

One of the contestants in last 
week’s closing meet of the Silver 
Skates competition at Madison 
Square Garden, televised over 
WPIX by R&H beer, was Arthur 
Ballantine. The young skater was 
eliminated before the finals, but, 
as winner of one of the early 
heats, he held the spotlight for 
some time as the commentator 
described the race: “Ballantine 
takes the lead...it’s still Ballan- 
tine... Ballantine wins!” 

At which point the R&H execu- 
tives watching the telecast prob- 
ably went out to the refrigerator 
to get some R&H beer to console 
themselves. Ballantine, you see, 
is also the name of a malt bever- 
age. 


‘No Per Inquiry 
Deals,’ Says KRNT 


Des Mornes—KRNT, the Des 
Moines Register and Tribune sta- 
tion, has formally gone on record 
against per-inquiry and per-sale 
deals, with a statement issued by 
Robert Dillon, manager of the sta- 
tion, which will also be used in 
trade advertising. 

“We do not accept P. I. proposi- 
tions,” the station will say in ad- 
vertising. “We make our money 
from the sale of time. We refuse to 
enter into competition with any 
manufacturer or advertiser, or any 
dealers or agents representing 
them... 

“We do not cut rates; we do 
not vary rates. We have one rate 
and one rate only... There’s no 
such thing as ‘get it for me whole- 
sale.’ Everyone can earn the same 
low-rate-per-impact.” 


ae “We are not crusading for other 
stations to concur in our policy 
or principles,” Mr. Dillon ex- 
plained. “But we do believe that 
the per-inquiry-rate plan is bad 
for the radio industry and if al- 
lowed to progress will have a ser- 
ious effect on the medium’s other- 
wise bright future.” 

Although only a relatively small 
number of important stations are 
accepting per-inquiry deals, the 
KRNT statement is believed to be 
the first in which a no-P. I. policy 
is given wide publicity. 


Radio News Contempt Order 
Dodged By Supreme Court 


The U. S. Supreme Court refused 
last Monday to enforce a con- 
tempt of court order which a Balti- 
more judge had issued against 
broadcasters who reported a con- 
fession by a man charged with 
murder. The state of Maryland 
had appealed after the contempt 
order was set aside by an appeals 
court. 

While the court refused to en- 
force the contempt order, Justice 
Felix Frankfurter warned that the 
action was not to be taken as an 
indication that the Supreme Court 
was passing judgment on the case. 
“There are many reasons why we 
might refuse to act,” Justice 
Frankfurter said. 


Oster Doubles Ad Budget 
for First Half of 1950 


John Oster Mfg. Co., Racine, 
Wis., electric housewares manufac- 
turer, which has approximately 
doubled its advertising budget for 
the first half of 1950, began its 
trade drive with a four-page color 
ad in Retailing Daily and Electri- 
cal Merchandising. Other trade 
publications scheduled are House 
Furnishings Review and Electrical 
Dealer. 

The magazine schedule includes 
Good Housekeeping, Life and The 
Saturday Evening Post. Ivan Hill 
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Kramer Heads Advertising, 
Menneg,. PR, at Burlington 


A. Stanley Kramer, adverti 
manager of Burlington Mills Corp 
of New York, is now in charge of 
the advertising department of the 
company, and Paul Menneg hag 
been appointed public relations 
manager. John A. Spooner, for. 
merly director of advertising ang 
public relations, has left the com. 
pany, and it is understood that no 
successor will be appointed. 

Mr. Kramer, who joined Bur. 
lington Mills last July, previously 
was an account executive of Hir. 
shon-Garfield. Mr. Menneg joineg 
the public relations staff of Bur. 
lington in November, 1948, ang 
formerly was on the editorial staff 
of Fairchild Publications. 


Caldwells to ‘Today's Woman’ 


William Caldwell, formerly cir. 


culation manager of Life, has been} ered 


named advertising promotion man- 
ager of Today’s Woman. Molly 
Caldwell (no relation), formerly 
drug merchandising manager of 
Life, has joined Today’s Woman 
to do a special promotion job. 
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THE WALL STREET JOURNAL 
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If you advertise 
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Inc., Chicago, is the agency. 
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‘Journal’ Issues 


\4th Comparison 


if Product Use 


MILWAUKEE—Consumer prefer- 
mee and use of 152 products in 54 
tities are covered in the 164-page, 
4th market comparison published 


i} by the Milwaukee Journal in co- 


operation with newspapers in the 
markets studied. 

The report is a digest of some 
2,750 pages of facts contained in 
consumer analyses made in 1949. 


‘i participating papers standardized 


the methods used and subjects cov- 


Highlights of the comparative 
report include the following: 

Camels and Lucky Strike cig- 
arets are the leading brands in 


Minine cities each. Omaha has the 


most male cigaret smokers—68.8%. 
The percentage of women smokers 
varies from 50.9% in Philadelphia 
(Chesterfield is their favorite) to 
30.2% in Fresno. 


s About 90% of Milwaukee men 
drink beer, but only 50.7% of the 
Modesto, Cal., males do. Schlitz is 
tthe Milwaukee favorite by a frac- 
tion, with Blatz in second place. 
Seattle leads in the use of 
Scotch, with 14.4% drinking it. 
But only 4.3% of St. Paul residents 
buy it. Black & White is the fa- 
vorite brand in both cities and in 
five other markets. 

Aspirin is the topheavy head- 
ache remedy in nine markets. The 
greatest use—87%—is in Milwau- 


| kee; the least—49.8%—in Birming- 
| ham. 


Brassiere usage ranges from 
83.7% of the women in San Jose 
to a low of 74.8% in Indianapolis, 
with Maidenform the leading 
brand in both cities. 


a Friday is the favorite food-buy- 
ing day in Milwaukee, Philadel- 
phia, Indianapolis, Columbus and 
downstate Illinois cities. However, 
Omaha, St. Paul, San Jose, Seattle 
and Salt Lake City residents pre- 
fer Saturday. 

Citizens of Birmingham—86.1% 
of them—are leading margarine 
consumers. St: Paul, with 36.5%, 
“is at the bottom of the list. 

\. Campbell soup is the leader in 
10 markets; Gerber’s baby cereals 
-in 12; Spam heads the luncheon 
meat parade in 12 cities; Lipton’s 
is the favorite tea in 11 markets; 
Crisco is the leading shortening 
in 11; Nescafe the favored instant 
coffee in 10 and Hills Bros. the 
top coffee in 8. 

Kellogg’s corn flakes tops the 
cold cereal list in 13 markets and 
ae Oats leads the hot cereals 
in 11. y 


® Philadelphia is the top chewing 
gum city with 62% of the residents 
listed as users. Only 13% of the 
Modesto people use gum, however. 
Independent drug stores are fa- 
vored places for drug purchases 
in the eight markets studied. Chain 
drug stores are second, department 
Stores third and variety stores 
fourth. 

Feminine deodorant usage ranges 
from 90.8% in Birmingham to 
19.6% in San Jose. Male deodorant 
usage ranges from 66.7% in Bir- 
mingham to 30% in Seattle. 

About 55% of St. Paul women 
use home permanent kits but only 
33.1% of Birmingham women do 
Sets Toni is the favorite in 14 mar- 
ets. 


Appoints Horton-Noyes 

Horton-Noyes Co., Providence, R. 
1, has been named to handle the 
advertising of the metal working 
and wood-working machines of the 
Walker-Turner division in Plain- 
field, N. J., of Kearney & Trecker 
Corp., Milwaukee. The agency for- 
Merly handled the account from 


1936-1940. 


Last Minute News Flashes 


Wheatena Corp. Offers New 50¢ Premium 


RaHuway, N. J.—Wheatena Corp: is using The American Weekly and 
Sunday supplements plus weekly insertions in 56 daily newspapers 
offering a table cover, lace-printed on crystal plastic, for 50¢ and a 
Wheatena box top. The campaign will run four to six months. Brisacher, 
Wheeler & Staff is the agency. 


Standard Brands Opens Tender Leat Drive 


New YorK—Full-page copy in metropolitan dailies featuring tea 
balls in individual envelopes opened Standard Brands’ 1950 campaign 
for Tender Leaf tea last week. Newspapers covering territories sur- 
rounding Boston, Chicago, Los Angeles, New York and Philadelphia 
will be used, supplementing spot radio promotion. Compton Advertising 
handles the account. 


ILGWU Wants to Buy WINS; Other Late News 


International Ladies Garment Workers Union still is interested in 
purchasing WINS, New York, from the Crosley Broadcasting Corp., 
which last week announced that the deal to sell the station to Generoso 
Pope is off because Mr. Pope failed to meet the deadline for the sale 
of the Pope-owned WHOM, New York. ILGWU has filed a formal ap- 
plication with the FCC, offering to meet the $512,500 price, but has re- 
ceived no encouragement from Crosley. 

e@ McCann-Erickson, New York, reports a television boom, with eight 
clients having arranged to enter the medium in the last few weeks. The 
advertisers: Congoleum-Nairn, Lehn & Fink, Pharma-Craft Corp. (for 
programs) and California Packing Corp., Columbia Records, Hood Rub- 
ber Co., Ohio Bell Telephone and Southern California Gas Co. (for 
spots). The agency now has 23 clients in TV, six of them as sponsors 
of network shows. : 

e@ Whitehall Pharmacal Co. has launched a refund offer for Kriptin 
antihistamine tablets with full pages in metropolitan newspapers 
through Duane Jones Co., to offer a full purchase price return for an 
empty package and 25 words or less about the consumer’s experience 
with the product. 

e The Advertising Council has asked house magazine editors to seek 
names of relatives of company employes living abroad for their mail- 
ing lists as an aid in fighting the cold war. 

e@ John Graef Inc., New York, importer and distributor of Girard- 
Perregaux watches, has switched from A. W. Lewin & Co. to N. W. 
Ayer & Son, New York... 

e@ National Broadcasting Co. declined to make public contents of its 
letter to the FCC in answer to the DuMont Television Network’s com- 
plaint against NBC’s proposed plan to clear two and one-half hours of 
Saturday night time at the half-hour rate—stations to be paid whether 
the network sells the time or not (AA, Jan. 9). The network has not 
decided whether to go ahead with its special Saturday night program, 
originally planned to start early in February. 

e P. Lorillard Co. took four-color spreads in Life and Look (through 
Lennen & Mitchell) to announce that Old Gold’s 1949 sales were the 
biggest in history. 

e CBS color television demonstrations to the public created a sensation 
in Washington Friday. Sen. Edwin Johnson, Senate chairman of the 
committee investigating radio and TV, said it’s evident that “we’re 
ready for color.” 

e C. A. Swanson & Sons, Omaha, processor of canned and frozen poul- 
try, butter and margarine, has named Tatham-Laird, Chicago, effec- 
tive March 1. Caples Co. has had the account. 

e George H. Allen has resigned as promotion manager of the New 
York Herald Tribune to become director of sales promotion of McCall’s, 
New York. 


e Dulane Inc., maker of the Fryryte deep fat home fryer, has appointed 
Ruthrauff & Ryan. The company has not had an agency before. 


$2,000,000 Drive Planned for Hadacol 


LAFAYETTE, LA.—Following a suc- 
cessful, $500,000, 90-day advertis- 
ing drive for its Hadacol vitamin 
B and mineral preparation, Le- 
Blane Corp. has embarked on a 
1950 promotion with a $2,000,000 
budget. 

During its three-month cam- 
paign in the South and some mid- 
western states, the company used 


about 3,300 daily and weekly 
newspapers, radio spot announce- 
ments on almost 300 stations, and 
outdoor posters. 

Full-page copy in 110 newspa- 
pers and 11 Negro weeklies fea- 
tured testimonials and Hadacol’s 
“blessings.” 

Hedrick & Towner, Houston, di- 
rects the account. 


3 NAB Committees 

Work Out Problem 
’ a = 7 a 

of ‘Jurisdiction 

WASHINGTON—Committees of the 
National Association of Broadcast- 
ers spent a painful day Thursday 
trying to work out “jurisdictional” 
problems created by the organiza- 
tion’s recent streamlining. 

Three major committees met 
throughout the day, sometimes 
separately, sometimes jointly. 

The radio committee, television 
committee and broadcast adver- 
tising committee are trying to work 
out the responsibilities of the three 
big NAB units set up in last sum- 
mer’s reorganization—the radio 
and TV divisions and the broadcast 
advertising department. 

One of the most stubborn prob- 
lems is the amount of work the 
radio and TV divisions can do on 
advertising without getting into 
the field reserved for the broad- 


cast advertising department. 

Committee members slipping out 
of town Tuesday night said “a 
workable solution” had been de- 
veloped .for submission to the 
structural organization committee 
which meets here late this month. 
The final plan will be submitted 
to the NAB board Feb. 9. 


FCC Sets Hearing for 3 
Richards Station Renewals 

The Federal Communications 
Commission ordered a_ hearing 
March 13 on the license renewal 
of three stations controlled by G. 
A. Richards. The commission re- 
jected a petition from Mr. Richards 
asking that control of the stations 
be transferred without hearing to 
three trustees who have been 
named to manage KMPC, Los 
Angeles, WJR, Detroit, and WGAR, 
Cleveland. 

Trustees were proposed after 
FCC held up renewals for the 
Richards stations pending a hear- 
ing on charges that Mr. Richards 
fired newsmen who refused to 
“slant” news. 
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ONE OF THE POOL—Business papers have 
set up a pool of ads in cooperation with 
the public service project of the Adver- 


tising Council in support of the council's 
campaigns for public service. 


Business Press to 
Hit Goal of 1,000 
Ad Council Pages 


New YorK—The Business Paper 
Advisory Committee of the Ad- 
vertising Council has so far re- 
ceived pledges for 683 pages of 
advertising from 87 business pa- 
pers, and expects to make its goal 
of 1,000 pages from the business 
press in support of public service. 

Nelson Bond, vice-president and 
director of advertising, McGraw- 
Hill Publishing Co., and chairman 
of the committee, outlined the 
news at a press conference last 
week. He repeated the campaigns 
involved: Stop Accidents, Ameri- 
can Economic System, United Am- 
erica and Fight Tuberculosis. Copy 
for the campaigns is divided into 
three sections, one for industrial 
publications, one for merchandis- 
ing papers, and one for advertising 
and marketing papers. 


a The 87 publishers who have so 
far responded represent about 15% 
of the total from which contribu- 
tions were sought, and the initial 
pledges were secured on the basis 
of a single mailing. A second mail- 
ing will go out this week, and Mr. 
Bond was emphatic in his confi- 
dence that more than 1,000 pages 
would be subscribed. 

John J. Whelan, secretary and 
general manager of Haire Publish- 
ing Co., one of the vice-chairmen 
of the committee, called the in- 
itial pledges “an encouragement,” 
and commented that the business 
papers’ support “is bound to in- 
fluence the thinking and action of 
business management and gain 
their endorsement and coopera- 
tion in achieving the objectives of 
the four campaigns.” 


American Home Foods 
Names Dosch and Silbersack 


American Home Foods, subsid- 
iary of American Home Products, 
New York, has appointed E. Lloyd 
Dosch, formerly 
vice-president in 
charge of mer- 
chandising and 
advertising, to the 
newly created 
post of execu- 
tive vice-presi- 
dent and general 
manager. 

Walter F. Sil- 
bersack, who con- 
tinues as presi- 
dent of American 
Home Products, 
has succeeded V. T. Norton as pres- 
— of the subsidiary (See Page 

). 


E. L. Dosch 


To Schoenfeld, Huber 


Venice Maid Co., Vineland, N. 
J., producer of Venice Maid Span- 
ish rice, spaghetti dinner, ravioli, 
meat balls and spaghetti sauces, 
has placed its advertising with 
Schoenfeld, Huber & Green, Chi- 
cago. Test campaigns will be 
launched this month in newspa- 
pers, radio and television in Buf- 
falo, N. Y 
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Mail Order Net 
Starts All-Night 
Program Hookup 


New YorK—Mail Order Network 

today (Jan. 16) starts an all-night 
live network program service on a 
New York-to-Chicago telephone 
line hookup. 
Erv Victor is featured in the 
early bird show, a disc jockey ses- 
sion, originating at WOR, New 
York. The Chicago outlet is WGN. 
Other cities along the line are ex- 
pected to be added to the chain if 
the plan is successful. 

Mr. Victor, a veteran mail order 
pitchman, will specialize in records 
in the hillbilly, country, western 
and polka categories, while adver- 
tising approximately 15 mail or- 
der-merchandised products nightly. 
The show will be broadcast seven 
times a week from 2 to 7 am., 
EST. WOR will carry it from 2 to 
5 a.m., replacing “Big Joe’s Hap- 
piness Club,” which also has been 
urging listeners to sit right down 
and order items. WOR was the 
first station to go on the air with 
Mail Order Network programming 
(AA, Aug. 29). This was on a per 
inquiry basis. 


a A spokesman for the New York 
station said the latest deal with 
the network is “per inquiry with 
a guarantee.” WOR’s experience 
with mail order sales on the late 
show to date has been “spotty,” it 
was said. 

“In essence we will now be the 
fifth radio network,” Harold Kaye, 
president of Mail Order, told AA. 
“We will have our own lines and 
will provide the production, pro- 
gramming and sales services as do 
other networks.” 

Among the featured wares on 
the Erv Victor show are Simon & 
Schuster’s tax guide; Harbert Co.; 
Radio Offers Co. products; Beltone 
hearing aids; razor blades, shrubs 
and bulbs, insurance, buttons, baby 
chicks and plastic bargains. 

Approximately six products are 
advertised per hour, with 24% min- 
utes of commercials for each. Mr. 
Kaye said a major food manufac- 
turer will join the list soon to make 
a special cheese package offer. 


gs Mail Order Network charges ad- 
vertisers approximately 40% of the 
retail price of items sold on its pro- 
grams. Orders are mailed to the 
stations, then forwarded to the 
manufacturer via Mail Order’s 
New York office. Advertisers are 
billed through their agencies. 

Mr. Kaye’s non-interconnected 
station list numbers about 60 out- 
lets, which carry from one to seven 
hours of Mail Order Network pro- 
grams daily. Mail Order Network, 
which is expanding its office force 
here, expects to add other regional 
networks within the coming 
months. First of these may be a 
southern chain. 


May Cancel CP’s 
When Stations Are 
Sold Before Built 


WASHINGTON—The Federal Com- 
munications Commission proposed 
a rule Thursday to prevent li- 
censees from “selling” construction 
permits for AM and TV stations. 

It would automatically cancel 
CP’s when holders enter a contract 
to sell prior to completion of pro- 
posed stations. 

FCC said it wants to curb “traf- 
ficing” in CP’s by companies slow 
to build stations. Commissioners 
Robert Jones and Roseil Hyde did 
not agree with the plan because 
they said it deprives broadcasters 
of the chance to “bail out” when 
they run into high construction 


costs. 
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Seven Industrial Ad Experts Urge Mental 
Flexibility, Return to First Principles 


New York—Seven industrial ad- 
vertising men addressed an over- 
flow meeting of the Industrial Ad- 
vertising Association here last 
week and emphasized the import- 
ance in today’s market of getting 
back to fundamentals in selling, 
of making advertising more effec- 
tive as a sales tool, and of main- 
taining mental flexibility in the 
face of changing business condi- 
tions. 

Charles McDonough, advertising 
manager, Combustion Engineering- 
Superheater Inc., condemned as 
unhealthy the trend toward using 
inquiries as infallible yardsticks 
for measuring advertising results. 

Advertising, he declared, is es- 
sentially a process of planting 
ideas, and it is difficult to trace 
results in many instances. In- 
quiries are frequently stressed out 
of their due importance in the 
scheme of things, he added, rec- 


‘Tested | 
and approved 
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a superb surface for every art technique 


Take 100% rag-content paper that's 
25% heavier than any other illustra- 
tion board. Mount it on a well-sea- 
soned, double thick board that won't 
warp or twist. Give it a substantial, 
heavy-quality backing. Make it to pre- 
cise specifications at a distinguished 
paper mill. Result? Art Brown's Su- 
perior Illustration Board: the finest 
board, foreign or domestic, you can 


buy. 
SUPERIOR ILLUSTRATION BOARD 
—IN TWO WORKABLE SURFACES 


HOT PRESSED (H.P.) 
Hard, smooth surface. Ideal for pen and 
ink work. Won't feather or pick up, even 
in the finest cross-hatching. 

COLD PRESSED (C.P.) 
Enough texture to take wash and water 
without blotting, yet smooth enough for 
pen and ink. 


Sizes: 
22x30 $1.00sheet $10.80 dozen 
30 x 40 1.80 sheet 19.80 dozen 


You'll find Superior Illustration Board at 
your local dealer, or fill out coupon below 
for FREE sample. 
oo send me FREE samples of: .] 
| (0 Superior tilustration Board 

(0 Catalog of Advertising Art M ial 


Local Dealer. 
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ARTHUR BROWN & BRO. 


2 West 46 Street. New York 19.N.Y. 
The Department Store of Art Materials 


ommending more attention to the 
development of more effective re- 
search. 


s R. Davidson, manager, market- 
ing development division, New 
Jersey Zinc Co., enumerated the 
variety of employe, community 
and management relations activi- 
ties that advertising men can en- 
gage in to supplement advertis- 
ing. 

William Buxman, business man- 
ager of Textile World, stressed the 
importance of fundamentals which, 
he said, boils down to this: Make 
good goods; tell people about them; 
and tell them often. 

George Morrison, advertising 
manager, Ingersoll-Rand Co., 
urged greater use of such new ad- 
vertising tools as the NIAA sur- 
veys, the Advertising Research 
Foundation studies, and split run 
tests, and a greater reliance upon 
the “you” approach in advertising. 


@ Ed Phoenix, staff manager, 
Transite department of Johns- 
Manville, emphasized that sales 
departments need advertising more 
than ever, after 10 years of a 
seller's market. Aggressive, hard- 
hitting advertising that sells goods 
builds morale as well as sales, he 
pointed out. 

Roger Wensley, president of G. 
M. Basford Co., said that manage- 
ment is taking a closer look at the 
advertising budget today than it 
has in several years, and is usual- 
ly highly conscious of inquiries. 

What is too little appreciated, 
Mr. Wensley said, is that it costs 
money to have salesmen follow up 
inquiries, and consequently it is 
becoming necessary to screen in- 
quiries more carefully. He sug- 
gested a covering letter be sent 
to inquirers asking them to return 
a check list. 


@ “Merchandise this screen to 
salesmen,” Mr. Wensley suggested, 
“and let them know that you give 
them good inquiries only. Also 
have the salesmen get prospects’ 
reactions which will give the ad- 
vertising and sales departments 
fresh ideas for new literature, new 
approaches and new techniques.” 
Allan Brown, vice-president of 
the Bakelite Corp., pointed out that 
advertising was first a racket, then 
a game, and is now a business. To 
keep it that way he said advertis- 
ing men must keep their minds 
open and their thinking flexible 
and must find out more about the 
hidden factors that influence sales. 


E. KENDALL JOHNSON 

Utica, N. Y.—E. Kendall John- 
son, 48, representative of Brown 
& Bigelow, St. Paul, Minn., died 
Jan. 8 of a heart attack. He came 
to Utica in 1939 to manage Sta- 
tion WIXB, and later joined Brown 
& Bigelow as a sales representative. 


Modern Hospital Publishing 
Promotes Cannon, Bradley 


Joseph W. Cannon Jr., adver- 
tising manager of Nation’s Schools 
and publishing director of College 
& University Business, has been 
appointed advertising director of 
Modern Hospital Publishing Co., 
Chicago, publisher of Modern Hos- 
pital, Nation’s Schools and College 
& University Business. Mr. Cannon 
also will supervise sales of cata- 
log space in Hospital Purchasing 
File, published by an affiliated 
corporation, Purchasing Files Inc. 
Fred W. Bradley, a space repre- 
sentative in Missouri, Indiana, 
Michigan and in Chicago, has been 
named western advertising mana- 
ger, making his headquarters in 
Chicago. 


Miss Walsh Joins R&R 

Marguerite Walsh, with Pedlar 
& Ryan for the past five years, 
has joined the copy section of the 
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MOBILE—Stemm Bros., Leavenworth, Wash., manufactures this new hydraulic lift 
named Hi-Tender, by which a workman can hoist himself on a mobile platform to 
a height of 33 ft. for work on outdoor signs and other maintenance jobs. Controls in 
the worker's cage enable him to swing himself 20 ft. on either side of the truck on 
which the lift is mounted. Spencer W. Curtiss Co., Seattle, has the account. 


Miles Plans Radio 
and Newspaper Push 
for Tabcin Tablets 


ELKHART, IND.—Miles Labora- 
tories’ radio-newspaper campaign 
boosting Tabcin, its new antihista- 
mine, will break early in February. 

As reported in AA, Jan. 9, Miles 
will use three of its network shows 
(Edwin C. Hill, ABC; One Man’s 
Family, NBC; Ladies’ Fair, MBS) 
to boost the product. 

In addition, the company, 

through Wade Advertising Agency, 
Chicago, will break a large news- 
paper drive and supply druggists 
with window and counter displays. 
Miles will emphasize the fact 
that Tabcin is a compound anti- 
histamine, one of the first released 
for non-prescription sale. (Com- 
pound products contain phenace- 
tin and caffeine as well as an anti- 
histamine drug.) 
Increased expenditures for Alka- 
Seltzer and Tabcin will boost 
Miles’ total budget from $7,500,000 
to about $10,000,000. 


JOSEPH J. HILL 

New YorK—Joseph Jarrett Hill, 
44. director of radio shows for Kas- 
tor, Farrell, Chesley & Clifford, 
died Jan. 9. Upon leaving Dart- 
mouth College he became an as- 
sistant music critic of the New 
York Sun. Entering the advertis- 
ing field, he joined the staff of 
Lord & Thomas and later was as- 
sociated with Young & Rubicam. 
He also directed radio programs 
for the Columbia Broadcasting 
System and the National Broad- 
casting Co. Among the shows he 
had directed were “Duffy’s Tav- 
ern,” “Screen Guild Theater,” “We, 
the People,” and “Manhattan at 
Midnight.” 


MORGAN EASTMAN 


ToRONTO—Morgan Eastman, 59, 
vice-president of McConnell, East- 
man & Co., and president of the 
Canadian Association of Advertis- 
ing Agencies, died of a cerebral 
hemorrhage here Jan. 8. 

Born in Glenwood, Minn., Mr. 
Eastman headed his own agency 
for many years prior to 1932, when 
he joined McConnell, Fergusson 
& Co., predecessor to McConnell, 


radio department at Ruthrauff & 
Ryan, New York. 


Eastman, 


BRUCE KNAPP 

Cuicaco—Bruce Knapp, 53, sales 
representative here for Hardware 
World, died from a heart attack 
Jan. 5 at his home in suburban 
Wilmette. 

Mr. Knapp sold space for news- 
papers and magazines most of his 
life. He joined Hardware World 
in 1946 as central states repre- 
sentative, after serving with Con- 
over-Mast a number of years. 


FRANCES HUTCHINS 
ROcHESTER, N. Y.—Mrs. Frances 
R. Hutchins, 87, who was for sev- 
eral years secretary of Hutchins 
Advertising Co., founded by three 
sons, died Jan. 5. Survivors include 
F. Irving Hutchins, chairman of the 
agency’s board; Frank A. Hutchins, 
president, and Frank M. Hutchins, 
vice-president and general man- 
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Louis Wheelock Sr. 
Dies; Led Agency 


PHILADELPHIA—Louis W. W: 
ock, one of the Quaker City, 
best known advertising executives 
and a former president of the 
Poor Richard Club, died on Jay 
10 at his home in nearby Swarth. 
more. He was 79. 

Mr. Wheelock, father of War 
Wheelock, president of the local 
agency bearing the latter’s name 
was also noted as a newspaperman 
and aviation enthusiast. 

Mr. Wheelock Sr. entered the 
advertising business in 1905 afte; 
serving in various editorial capa. 
cities on Philadelphia newspapers, 
That year he joined the N. W, 


Ayer & Son agency, and helped 
play a leading part in developing 
the famous “sampler” and other 
familiar candy packages fo 
Stephen F. Whitman & Sons. 

He later became vice-presid 
of the Whitman company, and re. 
signed in 1931 to form his own ad- 
vertising agency. The Whit 
account was among his first, an 
today is still being handled by 
his son. 

As a leader in Philadelphia ad, 
vertising circles, Mr. Wheel 
served as president of the Poo 
Richard Club, the nation’s old 
advertising club, in 1928 and 19 


WILLIAM R. HARSHE 


CuIcaco—William R. Harshe, 4), 
president of William R. Harsh 
Associates Inc., Chicago and Ney 
York public relations organizatior, 
died Jan. 7 at St. Luke’s Hospitd 
here, of complications following 
surgery. 

Born at Nantucket Island, Mass, 
Mr. Harshe was graduated from 
the University of Chicago and. 
worked for newspapers here 
fore entering public relations wor 
nearly 20 years ago. He was 3 
director of the Public Relations 
Society of America. 

Mr. Harshe at one time gained 
fame as the publicizer, with arti 
Tony Sarg, of his birthplace b 
placing a huge “sea serpent” i 
Nantucket Sound. 


ALONZO H. HOWARD 


HornELL, N. Y.—Alonzo H. How- 
ard, 88, vice-president of the W. 
H. Greenhow Co., which publishes 
the Hornell Evening Tribune, died 
on Jan. 7. He was active until a 


ager. 


few weeks before his death. 
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Many Families 
ne )ver-Spending, 
Institute Says 


New YorRK—Sales and credit 
planning should take account of 
the fact that over-spending has 
jeen increasing, the Research In- 
stitute of America warns in _ its 
wrrent distribution report for 
executive members. 

“In the buyers’ market, and with 
competition growing steadily, a 
liberal credit policy is a must,” 
the report says. “However, espe- 
dally if 1950 should bring a new 
dip in payrolls, a rise in defaults 
is in prospect. Companies that 
haven’t already done so should 
now begin to put more emphasis on 
sharper questionnaires and closer 
checking on borrowers through 
city-wide organizations.” 

The report points out that while 
“consumers are still piling up sav- 
ings, the rate of increase is slow- 
ing, and significant shifts are tak- 
ing place in the distribution of pur- 
chasing power. 

“All merchandising plans must 
be alert to the new factors, many 
of them not so obvious,” the re- 
port advises, “which will affect 
spending patterns in the various 
\f/consumer markets—low-price vs. 
high-price lines, durables vs. soft 
lines, workers vs. self-employed. 
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s “Although purchasing power is 
still high,” the institute’s summary 
says, “net savings have been de- 
clining steadily as a proportion of 
income before taxes. They aver- 
aged 9% for the typical spending 
unit in 1947, 7% in 1948, and prob- 
ably dipped still lower in 1949. 

“Credit managers will be in- 
terested in the fact that the higher 
earning group has, on balance, 
been going into debt or digging 
into savings more heavily than 
other groups, with lower income 
families living closer to current 
earnings than prewar. 

“This fact is doubly significant,” 
the report observes, “when you 
note that, over-all, the proportion 
of those who are able to save and 
the ratio of those who had to go 
into debt or use savings to cover 
current expenses were about the 
same in 1948 as in 1941.” 

The middle income groups, on 
+} the other hand, have been able to 
maintain a pretty steady savings 
rate. On the lower end of the in- 
come scale, many families have 
had to use past savings or go into 
debt. 

“Questioned as to the reasons for 
their family deficits,” the report 
Says, “a majority indicated that 
the most important single cause 
was the purchase of major durables 
such as refrigerators, television sets 
and washing machines. In nearly 
a third of the cases, families went 
into the red because of emergencies 
such as the need for medical care.” 
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# After analyzing. a number of 
statistics, the report adds that “the 
best merchandising bet for 1950 
lies in the upper and middle in- 
come groups, and “the readiness of 
these families to spend and even 
to go into debt to maintain their 
living standards. These groups ac- 
counted for 69% of all consumer 
durables sales in 1948. This year, 
with much of the demand backlog 
80ne, sellers of soft goods may 
also get a bigger share from these 
families.” 


 Shellamer Plans Campaign 


Shellamer Fashions, New York, 
Manufacturer of beachwear, will 
launch its 1950 campaign in the 
May issue of Girls Fun & Fashion 

agazine. Seventeen and Glamour 
Will be used later. Leonard F. 
Fellman & Associates, New York, 
handles the account. 
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Van Dusen Leaves Airways 


William Van Dusen, for the past 
22 years public relations counsel 
for Pan American World Airways, 
has resigned to head an indepen- 
dent organization of business con- 
sultants with offices in New York 
and Washington. 


Fenn Names Campbell-Mithun 


Campbell-Mithun, Chicago and 
Minneapolis, has been retained to 
handle the advertising of Fenr 
Bros. Inc., Sioux Falls, S. D., man- 
ufacturer of Butter Brickle ice 
cream flavoring and candy. 


Earl Barnett Joins Kling 


Earl Barnett, formerly art di- 
rector of W. L. Stensgaard & As- 
sociates, has joined the display di- 
vision of Kling Studios Inc., Chi- 
cago. 


Joins Rockett-Lauritzen 


Edward R. McNeilly, formerly 
director of several KFI-TV shows, 
has joined Rockett-Lauritzen Ad- 
vertising Agency, Los Angeles, as 
television and radio director. 
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Frozen Fruit Juice 
Sales Concentrated 


in Eastern States 


New YorkK—Although the frozen 
fruit juice business is racking up 
phenomenal sales increases, rough- 
ly two-thirds of its home con- 
sumption is still concentrated in 
the 11 northeastern states, east of 
Ohio and north of the Potomac. 

This is a highlight of the Bu- 
reau of Advertising, American 
Newspaper Publishers Associa- 
tion’s new analysis, “Marketing and 
Media Data on Frozen Juices and 
Fresh Oranges.” The analysis is 
based on data supplied from In- 
dustrial Surveys Co.’s_ national 
consumer panel and the Florida 
State Marketing Bureau. 


a The new presentation, part of 
a series of similar studies being 
done by the bureau, will be shown 
to advertisers and agencies in the 


frozen juice and fresh citrus fruit 


fields. 

It shows that in the first half 
of 1949, the northeast—which in- 
cludes the District of Columbia— 
accounted for two-thirds of home 
consumption of frozen juices of all 
kinds, although the same area con- 
tains only 284% of the nation’s 
families. 

New England and upstate New 
York alone consumed 30.6% of the 
national total, with the eastern 
area (Pennsylvania, New Jersey, 
Maryland, Delaware and the Dis- 
trict of Columbia) accounting for 
19.7%. New York City alone reg- 
istered 14.7% of national home 
consumption, more than any one 
of the seven other state area 
groups into which the panel di- 
vides its data. 


s Orange juice still dominates the 
frozen field, with 90% of sales for 
home consumption. Grape juice 
comes next, with 6%, and the re- 
mainder is divided among frozen 
grapefruit juice, orange-grapefruit 
blends and others. The sales for 
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frozen orange juice and frozen 
grape juice show virtually the 
same regional concentration as all 
frozen juices combined. 

Fresh Florida oranges showed a 
similar concentration, the report 
says. 


Russell Joins Arndt 


Donald Russell, formerly copy 
chief of Neal D. Ivey Co., Phil- 
adelphia, has joined the copy de- 
partment of John Falkner Arndt 
& Co., Philadelphia. 


Jasper Joins Huber Hoge 

Lee Jasper, formerly account 
executive of Weiss & Geller, has 
joined Huber Hoge & Sons, New 
York, in a similar capacity. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 


ferret a 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 
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0., Inc. 


Over 6 million cars produced 
in 1949—a record-shattering figure for 
the automotive industry! Yet C. E. Wilson, 


president of General Motors says, “We are 


making plans to produce cars and trucks in 
1950 at the same or slightly higher rate than we 


beauty of it is that ONE newspaper—THE DETROIT 


THE NEWS is: 


.@ Firs: in total weekday circulation 
@ First in home-delivered circulation 
@ First in total advertising linage 


© First in practically every major classification of 


advertising 


NEWS—will adequately cover the entire 6 counties 
that comprise the Detroit market! 


Eastern Advertising Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 


Chicago Representative: JOHN E. LUTZ CO., Tribune Tower 


did last summer . . ."" And the summer months were the 
peak months! Ford, Chrysler, Hudson, Packard, Kaiser- 


Frazer. . . they're all set to follow suit. 


That means the tenth straight year of FULL employ- 
ment for over a million Detroit workers. And the 


A.B.C. Figures for 6-months 
Period ending September 30 
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(922,293 
PATTERNS 


— and the 20,000,000 
a retail sales they create! 


In the year 1949 The American Weekly 
topped all previous records in volume of 
advertising revenue (with a gain of more 
than $1,250,000 net). In the weekly 
magazine field its advertising revenue 
was exceeded only by Life and the Post. 


Some figures that give manufacturers 


P 


an exact measure of magazine effectiveness 


@ Big as the women’s ready-to-wear cloth- 
ing business is in retail stores, there are still 
millions of women who like to make some of 
their things at home. 


For these women, The American Weekly — 
and leading women’s magazines—feature and 
sell the latest patterns. Such sales are an 
exact “‘yardstick”’ of the action to which edi- 
torial features can provoke readers. é 


Not so long ago, the sale of 100,000 pat- 
terns by one magazine in a single year—at 
only 10¢ each—would have been called tre- 
mendous! Yet in 1946, The American Weekly 
offered its patterns at 20¢—and swept past 
the million mark! In 1947, sales climbed to 
1,240,000 . . . and ’48 topped all previous 
records to sell 1,420,831 patterns at a total 
price of $284,166. : 


Already, in the first 11 months of 1949, The 
American Weekly pattern sales have reached 
1,922,293! Women in millions of homes bought 
these patterns, the same women who buy or influ- 
ence the purchase of automobiles, books, denti- 
frices,food and drugstore products...and diamonds. 


Purchases exceeding $20,000,000: 


Of interest to merchants, manufacturers, and their 
advertising agencies is the chain of purchases pattern 
sales create. Millions of yards of cloth, thread, and 


fasteners—even sewing machines—then millinery, 
shoes, jewelry, accessories, and other articles of 
apparel to go with dresses. Even at a very conserva- 
tive estimate of the sum invested in making a finished 
dress from a pattern, The American Weekly’s pat- 
tern sales, in 1948, created purchases in excess of 
$20,000,000! : 

Equally interesting is a comparative application of 
the sales ‘“‘yardstick.”” On February 20, 1949, a blouse 
pattern was offered for 20¢ in The American Weekly. 
A similar pattern, at the same price, was also offered 
by a leading women’s magazine . . . 


In one month, The American Weekly received 14,746 
orders for this one single pattern . . . or three-and-a-half 
times the number of orders obtained by the women’s 
magazine in twice the time! 


What this means to advertisers: 


Just as an editor measures the effectiveness of his 
editorial features by reader response—so a national 
advertiser measures magazine effectiveness by cus- 
tomer response. Dollars and cents are his “‘yardstick.” 


In the January 30, 1949, issue of The American 
Weekly, Dennison Manufacturing Co. offered a book 
on making crepe paper flowers, in a 50-line advertise- 
ment. 8213 orders were received in barely a week. 
Five months later, orders were still coming in! 


In September, 1948, the ‘Good Housekeeping 
Cook Book” was offered at a price of $3. This full- 
color back cover appeared just before the Labor Day 
weekend—with customers supposedly off on a holi- 
day—and produced 23,588 orders in 19 days. Orders 
keyed to this one advertisement flowed in steadily 


for months. Two orders were received as late as a full 
year later! 

A 16-line editorial announcement appeared in the 
back of a 40-page issue of The American Weekly, 
offering the National Safety Council’s booklet on 
remodeling homes. Writes an official of the Council: 
“We had no idea we would be swamped to the point 
where we would have to seek outside help to fill requests. 
At this writing we have received more than 5400 letters 
and postcards!”’ 


An inescapable conclusion: 


There is no substitute for the great depth of penetra- 
tion of The American Weekly into the major markets 
—its ability to deliver a printed advertising message 
to more people, in more homes, than any other 
national magazine. 

Through The American Weekly, advertising mes- 
sages attain a circulation of 9,495,541 A.B.C., pro- 
viding a minimum of 20% family coverage in 4353 
places of 1000 population and over—and at the low- 


est cost, as shown: *Latest Cost per color 


net paid page per thou- 
circulations sand circulation 


The American Weekly 9,495,541 $2.34 
rere: "= | 4.45 
Saturday Evening Post 4,034,169 3.97 
Collier’s ........ 3,072,298 3.66 
Look .......... 3,041,630 3.95 


*The above figures for The American Weekly represent the 
combined circulations of the 21 great units which distribute this ~ 
magazine and are based on the figures as shown in the individual 
A.B.C. publishers’ statements for the 6 months ending Sept. 
30, 1949. All other figures are from the A.B.C. publishers’ 
statements for the period ending June 30, 1949. 
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